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NEW “OOMPH” FOR YOUR DISPLAYS 


With These Sensational MITCHELL Units! 


We believe this is the most outstanding line of display lighting equip- 
ment in America today. Each unit is characterized by sturdy con- 
struction, handsome finish, long life and economical operation. Send 
for detailed literature. 





No. 18 


No. 17 Color Kit for R-40 lamp bulb, and 
No. 18 Kit for PAR-38 lamp bulb. Each kit 


includes lens holder and one each blue 





rreen, amber and red processed glass lenses 
The most inexpensive equipment a merchant 


can use for effectively color-lighting dis No. 1900 


; ) 
plays. Price per K ' 1 
; No. 1900 Spotlight Bracket—a streamlined unit for use 


> with PAR-38 or R-40 bulbs. Complete unit makes a 
- portable, compact, high-powered efficient spotlight, fully 
as adjustable—for “stage-lighting’ indoor and outdoor dis 


ee plays. Price $3.50, less bulb 


$1.50 


No. 1904 
No. 1904 Roto-Color Spotlight—the answer to 
every merchant's need for up-to-the-minute 
color display lighting. Floods displays with 
a wealth of motion-color lighting as syn 
chronous color wheel automatically revolves, 
producing four complete color changes (red, 
green, amber, blue) every 30 seconds. Price 


1 





No. 2005 


No. 2005 Fluorescent Show Case Unit—out $12.50, less bulb. 

standing because it can be installed in three 

minutes’ time No complicated contractor 

installations necessary Used with 30 Watt No. 2004 


Fluorescent Daylight bulb, its bright reflec 
tor construction floods show case with high 
intensity cool daylight Price $12.50, less 


bulb 


No. 2004 Fluorescent Color-Matching unit. 
Uses two T8-15 Watt Fluorescent Daylight 
bulbs, each with its individual shade and 
reflector. Perfect for use on double counters 
where merchandise can be shown in its nat 
ural daylight colors. Price $15.50, less bulbs. 





No. 1901 No. 1902 





No. 1901 Adjustable Spot No. 1992 completely adjust 
light Bracket for use with ible bracket for all outdoor 
8-40 bulb. Can be set on ipplications. Weatherproof 
floor, table or shelf, or when used with PAR-38 
mounted on any wall in a bulb Base serves as out i i 
jitfy with handy “hang-it let box cover or can be | ' 
up” feature Price $1.35, mounted on post, ceiling or | 1} 
less bulb wall. Price $1.50, less bulb } | 
| 
| 
No. 2003 











No. 2003 De Luxe Fluorescent Color Matching Unit. Uses 
two T8-15 Watt Fluorescent Daylight bulbs, power-factor 


corrected, No stroboscopic effect. Ideal for use on show { pee: 
' par Bx 
cases and counters for displaying all merchandise in Saeac 


their natural daylight colors Genuine Silver Plated 


No. 2003 Price $22.50, less bulbs No. 2004 


DESIRABLE JOBBER TERRITORIES OPEN—WRITE FOR ATTRACTIVE PROPOSITION 


MITCHELL MANUFACTURING CO. 


1550 NORTH DAYTON ST. CHICAGO, ILL. 
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FROM THE SELZNICK 
INTERNATIONAL PICTURE 


* 


With THE 


GWMB-72-D Mechanical 
action display. 6 ft. high, 4 ft. 


wide, flox finish with carved 
figure. 







RELEASED BY LOEW'S, INC. 
PRODUCED BY DAVID O. SELZNICK 


“Gone with the Wind” is the greatest store-wide 
merchandising opportunity of all time. It offers a 
dramatic appeal so timely with fashions and home 
furnishings that sell in volume. Our plan will give 
you complete suggestions by departments. Good 
for now and all spring—yes, throughout 1940, the 
“Gone with the Wind” year. 

We offer many colorful comura, (commercial 
mural) designs, also mechanical action “Gone with 
the Wind” displays that will assist you to put the 
glamour and romance of “The Old South” in all 
your presentations. 


Write or wire to see this plan. Our men are 
now in their territories. No obligation. 


a » 
if 
acne Guy -15-2 15 in. high, 90 in. 


long. Printed in 8 oil colors. / 









All properties designed and produced pursuant 
to display licensee agreement with Loew’s, Inc. 


W. L. STENSGAARD & ASSOCIATES, Ine. 
GWC-30-1 30 in. wide, 90 in. 346 N. JUSTINE AVENUE, CHICAGO, ILLINOIS 
high, printed in 10 oil colors. NEW YORK OFFICE—R. C. A. BUILDING 
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Here’s a smart resolution for 1940 


Let versatile Douglas Fir Plywood help you 
build more effective displays! 


@ Resolve now to use more Douglas Fir 
Plywood in 1940. This real lumber, en- 
gineered for greater size and strength, 
will give you better effects with savings 
in time, labor and material. 


Douglas Fir Plywood works easily with 
all tools ... holds nails and screws at the 
edge without splitting or cracking ... 
takes any finish, stain, paint, natural or 
paper. ..can be re-used many times. Your 
lumber dealer stocks it. Order today. 





Every grade of Douglas Fir Plywood is now “grade 
trade-marked”. PLYWALL, Douglas Fir Plywood 
wallboard, is the grade most frequently used for 
backgrounds, cut-outs, etc. EXT-DFPA, the grade 


made with water-proof glue, is weather-proof and 
ideal for all outdoor displays and signs. All of the 
grades are made in convenient sizes up to 4’ x 8’ in 
a complete range of thicknesses. For Grade Use 
Guide and Finishing Booklet, write Douglas Fir 


Plywood Association, Tacoma, Washington. 


(IIlustration above) we ck 


REMODELING? ove 

Rhodes Bros. Dept. 

Store, Tacoma, Wash., 

used Douglas Fir Ply- 

wood as a base for 


boardmarks. A good 


* 
linoleum, eliminating oak furs 


ideal Plyscord is the 


grade to use for this. wnve out 
R 





USHER IN THE NEW YEAR with striking windows 
like this one designed by Malcolm Tennent for Meier & Frank 
Co., Portland, Oregon. Both the permanent and temporary 
backgrounds are Douglas Fir Plywood. 













WHEN PLANNING FAIR EXHIBITS, booths. etc., 
save time and build better with Douglas Fir Plywood. Damage- 
proof, easily bent, highly salvageable, Douglas Fir Plywood is 
unsurpassed for this type of construction. 
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OUR NEXT ISSUE 


The December issue of DISPLAY WORLD 
winds up the year with the continuation of a 
number of features which have become favor- 
ites among our readers—up-to-the-minute re- 
ports from Los Angeles, Chicago, and New 
York City; practical ideas for New Year, by 
Edward Henry Tackney; an interesting group 
of Bergdorf Goodman displays with a Botti- 
celli influence—and many other features. 


1939 


“Not glorified displays of prestige merchandise, 
not haphazard displays of items regardless of sell- 
ing ability, but down-to-the-earth displays of best- 
sellers shown in such a way that they cause people 
to stop, look, and buy! Make the display tell such 
a forceful story that even an alien could under- 
stand. Dramatize ‘why’ a looker needs the item. 
Make your displays talk, breathe action, and cre- 
ate desire."—Charles R. Luger, president, George 
B. Peck Company, Kansas City, Mo. 


THE COVER 


"The Harvest Queen" was the title of this 
lovely display by Richard A. Staines, Vandever 
Dry Goods Company, Tulsa. The background 
was of a seamless decorative paper in a sea- 
sonal shade. The plaster-of-paris head was 
given natural tints with oil colors, and was 
surmounted by a headdress in gold-brown vel- 
vet and metallic silk, trimmed with artificial 


grapes. The fruits and vegetables were real. 
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Increasinsly Dramatic Effects 
Demanded of Display 


By PETER SIKS 
New York City 


occasions when stage design technique can 
be applied to display. 


Modern display has often been compared 
stage settings, and indeed there are many 


tact ci f™ 





_ aren: 


athlete, 





architect encroach upon window display? 
No, window display encroaches upon him. 

Greater and greater become the exigencies, 
more sophisticated the means of display; 
ever increasingly dramatic effects are de- 
manded. Thus the problem is the same in 
both cases—namely, to execute infinitely 
varying themes. 

The displayman’s particular art, decoration, 
builds a bridge from the prospective customer 
to the display. He tries optically to stimu- 
late him and to sustain his interest. This, 
which is also demanded on the stage from 
the playwright, is of prime importance in 
window display. 

The displayman who seeks to apply stage 
technique to his search for more dramatic 
settings will first encounter the necessity for 
an idea. The fundamental idea is to be 
interesting. Somehow the stage-designer or 
displayman must contrive to invest everyday 
articles with new glamour. Sophisticated, 
humorous, or serious, the idea is to find new, 
hitherto unseen perspectives. 

In the choice of materials, the display 
field offers unlimited possibilities. Literally 
everything can be used. Apart from all 
modern decoration material appearing daily 
on the market, it is intriguing to make your 
own discoveries—investigating commonplace 
materials and seeking out their possibilities 
for decoratve uses. You will discover that 
newspapers and old lanterns, wire and bricks, 
cardboard and rusty iron, tires and hatboxes, 
flowerpots and odds and ends, all constitute 
charming display material when seen with 
the eye of imagination. 

Stage materials especially adaptable for 
display are fluorescent and phosphorescent 
colors; colored cellophanes ; transparent mir- 
rors (concerning the proper use of which an 
entire article could be written) ; backgrounds 
painted on canvas, parts of which are to be 
illuminated from the rear by using lights 
behind sections in which the canvas is re- 
placed by a lighter material; this being well 
suited to nocturnal backgrounds such as 
street scenes with illuminated advertising, 
lamps, and cars, the night sky with moon 
and stars, etc. 

Another factor encountered is lighting. A 
great deal is written about this subject, but 
it is as hard to describe in words as music. 
Principally one could say concerning it that 
Rembrandt’s paintings are masterpieces of 
dramatic dispersion of light and shade. By 
designing and experimenting, the displayman 
will soon find what backgrounds “devour” 
light and are therefore disadvantageous, and 
which are not. 


—Peter Siks, formerly a prominent designer 
for the German stage, outlines some of his 
ideas on the demands being made on mod- 
ern display, as well as the relation of stage 
technique to display. Two of his designs 
for window settings are reproduced at left— 
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The Red=Readed Stepchild 
of National Advertising 


The decrease in the use of window display 
campaigns by national advertisers must be 
laid to three major reasons, according to a 
nation-wide survey just concluded by DIS- 
PLAY WORLD. The first is the growing 
trend toward mass merchandise displays by 
retailers, in which related products of many 
manufacturers are shown rather than the 
merchandise and display pieces of a single 
advertiser; second in importance is the in- 
creasing demand by retailers for payment in 
cash or goods for display space; third, and 
by no means new, is the waste so fre- 
quently represented in displays that are 
never used. 

Following close on the heels of these 
arguments are three more: trouble with 
display installation firms; displays regarded 
as too expensive, when all factors are con- 
sidered, in proportion to their return in 
sales; competition within the budget by 
counter pieces, cards, etc., for interior use— 
usually not requiring expert display han- 
dling at the retail store, and frequently with 
longer life than window displays. 

These opinions are advanced by some of 
the country’s leading advertising men, rep- 
resenting manufacturers whose names are 
familiar to everyone. An interesting side- 
light is found in the fact that the National 
Window Display Survey sponsored a couple 
of years ago by the Advertising Research 
Foundation, and which was expected to give 
the national advertiser a practical guide to 
display circulation figures, was mentioned 
by only two individuals, and then but 
casually. 

DISPLAY WORLD undertook this survey 


only after close observation and repeated 
reports from all parts of the nation indi- 
cated that a definite trend has set in 


against the use of window display on a na- 
tional scale by many firms who have been 
consistent users of it in the past. A letter 
was sent to the advertising manager, gen- 
eral sales manager, or president of several 
hundred well-known companies of all types, 
asking for a frank, confidential discussion 
of the situation. It is from the response to 


this letter that this report is compiled. It is 
significant to note that the subject is an 
interesting one to those written, as more 


than 22 per cent of those queried sent de- 
tailed statements in reply. It should also 
be mentioned that four firms reported in- 
creased use of display, and another four said 
they have not decreased their customary use 
of this medium. 

That window display advertising performs 
an economically sound function in the dis- 
tribution of goods remains an accepted fact, 
but new business conditions and recent legis- 
lation have undoubtedly introduced new fac- 
tors that have made the use of the window 
display medium by national advertisers more 
difficult. DISPLAY WORLD’s motive in 
making this survey was to find out the 
innermost thoughts of our leading advertis- 
ers relative to the use of window display, 
so that from these views the factors involved 


can chart a course that will make possible 
a wider, more intelligent use of display. 
It is our fond hope that the leaders in the 
production and service branches of the field 
will present their reactions to the thoughts 
contained in this report. 


Mass Merchandising 


As mentioned above, the mass merchan- 
dise display trend on the part of retailers 
was nominated for first place among the 
reasons for the abandonment or curtailment 
of national display campaigns. The follow- 
ing comments are typical, self-explanatory 
and are copied verbatim from the replies: 

From a_ pharmaceutical firm: “In the 
older days the druggists whom we served 
were happy to receive displays which were 
placed by installation companies. We find 
now, that as a result of the merchandising 
windows which have become so popular in 
the last years, druggists are not so prone 
to accept window displays. We find that 
window displays are not allowed to remain 
in the dealers’ window as before. If win- 
dow displays for national advertising prod- 
ucts are to continue, it that 
both the druggist and the installation com- 
pany will have to find ways and means of 
making these displays profitable for the 
manufacturer. There is no doubt that, 
without this cooperation, the value of the 
display to the manufacturer is decreasing 
and money used for displays can better be 
transferred to other media.” 

From a toilet preparation firm: “I believe 
do not use 


seems to me 


that the biggest reason why we 
displays as we used to is to be found in the 
effectiveness of the so-called mass display 
window. Mass displays of merchandise are 
handled in a number of different ways, but 
most of them are productive. Any _ back- 
grounds or display pieces used in such win- 
dows can’t feature products of one manufac- 
turer, or, 1f they do, they are usually small 
and comparatively simple cards. ... We do 
go to some length to have our products rep- 
resented in mixed windows, and we always 
have window displays for those that will as- 
sure us they will use them. We find that 
this number is still considerable and we are 
able to use quite a quantity of display mate- 
rial. However, the result has made us de- 
cide that window displays will assuredly not 
be a major item in our plans.” 

From a packing firm: “The larger and 
more active merchandising dealers are tend- 
ing to use their windows for miscellaneous 
displays, incorporating many different lines 
or products, rather than devoting whole win- 
dows to one line or brand.” 

From a pharmaceutical firm: “During the 
most retailers were satisfied 
with volume merchandising activities that 
would increase that volume. Under those 
Utopian conditions, it was easy for a manu- 
facturer to obtain an entire window to dis- 
play his particular line of merchandise. All 
the retailer wanted was a dressy front for 
paid the advertiser to give 


crested years, 


his store. It 


him that, so long as rent was free. Today, 
however, each retailer is working frantically 
to increase his own volume on all lines and 
is using his window space for his own pro- 
motional activity. ... A survey of windows 
used in the drug field during the past few 
years will show the increasing popularity 
of group or mass window displays. This 
trend, we feel, probably is the most impor- 
tant reason accounting for the decreased use 
of window display campaigns by national 
advertisers in the drug field.” 

From a toilet preparation firm: “We are 
helping the dealer sell not just our prod- 
ucts but numerous other related items as 
well. Ideas like this are in demand by the 
trade as a means of selling more than one 
item to a customer.” 

From a pharmaceutical firm: “We find in 
the New York, Boston, and Philadelphia 
markets a decided trend toward mass mer- 
chandising windows in drug stores. Drug- 
gists in these markets seem to prefer this 
type of window which, of course, would 
mean that there are some advertisers who 
would not use individual crepe windows in 
these markets.” 


Retailers Demand 
Payment 

The increasing demand by 
payment in cash or merchandise for display 
which ranked 


retailers for 
space was the point second 
among the comments. 

From a soft drink firm: “It may be due to 
the growing tendency on the part of dealers 
to use the windows for direct revenue in 
the way of free merchandise or cash rental 
instead of using the windows as part of 
the general merchandising plan for the store 
to sell more merchandise.” 

From a razor blade firm: 
of the retailer too often putting too high a 
price on the window space. Retailers very 
seldom are willing to provide window dis- 
play space without payment of some sort, 
either merchandise or money.” 

From a confectionery firm: “We are re 
luctant to use window displays for two main 
reasons: first, a very large amount of the 
merchandisers are giving window display 
space only for the amount of revenue (cash 
or merchandise) that they receive from the 
manufacturer.” (The second reason is 
given under a different head.) 

From a soft drink firm: “Many, as you 
know, hold out remunerative inducements 
to dealers for windows and unless an advert 
tiser wishes to follow such a course, he nat 
urally can't get high spot locations.” 

From a soap firm: “Through the lavish 
use of the so-called advertising allowances 
so generously distributed by manufacturers, 
the chains, cooperatives, voluntaries, etc., 
permit no display material in their stores 
except their own—for which, of course, thes 
are paid. And so it seems to me that the 
present trend may well be continued—at 
least as long as so many manufacturers art 

[Continued on page 38] 
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All New York’s A Stage 


To paraphrase Shakespeare's famous line, 
all New York is a stage during these days 
of November when the accelerated tempo of 
the current display season reaches a dra- 
matic climax in the presentation of after- 
dark fashions for Ballet and Horse show 
and dusk-to-dawn festivities. More so than 
at any other time do local displaymen claim 
kinship with the theatre, with interpretations 
in arrested motion of the dramatic high- 
lights of the season. Long ques form at 
the box offices, but the best show in town 
is free—the combination fashion  show- 
dramatic review that unfolds itself back ot 
the plate glass with all the color and sparkle 
and brilliance that makes for “good theatre.” 

Even the motion pictures put in their bid 
for attention. Macy's revived public inter- 
est in the long-awaited “Gone with the 
Wind” with a full sweep of room interiors 
furnished in the decor of that exciting pe 
riod from their own “Ancestor Mahogany 
Group.” 

The one missing note that heretofore 
played a gay part in the round of events is 
the football theme—missing at least from 
the Fifth avenue extravaganza, but still a 
prolific and colorful theme as exploited by 
many of the leading stores along its nearby 
thoroughiares 

Window traffic was treated to a view of a 
“Stage Entrance” as well as the more 
familiar splendor of a gilded theatre lobby 
when Display Director Samuel Blum alter- 
nated these two related themes for a promo 
tion of theatre-going fashions at Blooming 
dale’s The catchy headline tithe—“The 
Great White Way—Trimmed with Gold”- 
might apply either to background or mer- 


chandise, and real theatrical posters of cur- 
rent hit shows—six in all including the Bal 
let Russe—provided authentic atmosphere. 
In the foyer setting at the right, a wall of 
simulated gray stone (compo blocks) rep 





By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


resenting the exterior of the theatre, cuts 
into the window at an angle to torm a slight 
recession on which the foyer decor is done 
in black carbon pencil, white chalk, and gilt 

in forced perspective to lend an illusion 
ot greater depth. To make the illusion 
more complete, electric light bulbs as in a 
theatre marquee are carried on a wood strip 
across the ceiling halfway back from the 
glass, shedding brilliant light on the manne- 
quin. A gilt scroll at her feet bears the 
brief text and surrounding it are a few eve- 
ning trifles in the white and gold color 
scheme of the gown. 

By way of dramatic contrast, the legend- 
ary “Stage Door” entrance is severely 
simple as to background. The gray-painted 
door bearing the black lettered words, 
“Stage Entrance,” is illuminated by a prac- 
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tical looking green shaded lamp which 
throws a little light over the figure. The 
wall is simulated red brick with gray wood 
base trim. A bright “spot” plays directly 
on the gay, almost circus-like colors of the 
poster with the red lettered title, “The Straw 
Hat Revue” splashed against the bright vel- 
low straw hat. 

Lord & Taylor captures the caretree 
sophistication of night life in Manhattan in 
a spectacularly staged promotion of “Slinky 
Black with Jet” presented by Dana O’Clare, 
director of display. Deep indigo walls air- 
brushed with silver reflect the luminous 
brilliance of the midnight sky. The after- 
dark theme is emphasized by a photographic 





panorama of the great white way mounted 
ona scroll-like panel. Projecting from this 
are three white gloved masculine hands 
holding top hats aloft in unanimous salute 
to the stunningly gowned mannequins. Twin 
white spots above the panel pick out every 
detail of the gowns, and the figures are 
given further dramatic emphasis by the 
manner in which they are posed on a small 
black platform outlined in blue footlights- 
the floor of the window being dropped below 
regular level to aid in this effect. 

Though uniform in. setting, each of the 
four large windows which make up this 
group is keyed to some. specific event 
through the use of giant theatre stubs and 
small black cut-out figures of ballet dancers, 
a rider taking the jumps, and the like—these 
being outlined in fluorescent paint which in 
the ray of the ultra-violet lamp at the feet 
of the mannequins takes on the luminous 
effect of neon light. Card text describes the 


—Above, two settings reminiscent of the the- 

atre, by Samuel Blum, Bloomingdale's. . . . At 

left, by Dana O'Clare, Lord & Taylor... . (All 

photographs by courtesy of Worsinger Win- 
dow Service, New York City)— 
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—At right, by Morris Rosenblum, Bamberger's, 

Newark. . . . Below, by Sidney Ring, Saks- 

Fifth Avenue. . . . Lower right, Ernest Woolard 

goes surrealistic for a tie-in with the Ballet 
Russe— 


fashions as “The essence of seductiveness, 
the last word in evening sophistication. New 
fashion launched by Lord & Taylor with 
such allure that any age, any figure becomes 
a worldly beauty.” New “Opalescent” 
make-up by Helena Rubenstein is a feature 
ot the windows. 

At Bamberger’s, equestrian atmosphere 





combines with a lovely color scheme as 
background for formal evening fashions for 
the horse show. The wallpaper motif used on 
the background panel is an old-fashioned 
hunting scene in soft neutral colorings 
flashed with the bright accents of pink 
hunting coats. The side panel is constructed 
of wide wooden boards painted a rose-pink 
and stuck through with two black spikes. 
Mauve colored tabric is draped against the 
background and caught here and there with 
white plaster curlicues tipped with mauve 
and white plumes and dangling stirrups ot 
silvery metal. The fiery steed of the merry 
go-round variety is all dressed up for the 
occasion with nodding pink and white 
plumes and a swag of the background fab 
ric. The white wood sign btrne on his 
back is decorated with pink and black scrolls 
and the appropriate title, “Trophy Takers” 
as applied to the glamorous fashions. The 
floor is a soft tone of slate blue to blend 
with the background colors. Morris Rosen- 
blum is display director for Bamberger'’s. 

The distinctive atmospheric features of 
six of Manhattan's leading night spots was 
incorporated into as many window settings 
in a prestige showing of glamorous evening 
fashions at Saks-Fifth Avenue, for which 
Sidney Ring is director of display. 

= and midst the shower of prizes at 
the Stork Club... she is first in black satin 
with a whirling skirt of black net” an- 
nounces the fashion scroll which here takes 
the form of a wine list in staccato black and 
white. The festive gaity of colored balloons 
caught up in a hammock of black string 
mesh festooned with a drape of pale blue 


DISPLAY WORLD 





satin is inspired by the Stork club’s custom 
ot releasing a shower of balloons filled with 
prizes as the high spot of the evening. The 
semi-circular plateau slightly tilted toward 
the rear wall is covered in pale blue satin 
to match the drapery and the dead black 
costume and coiffure of the mannequin are 
striking against this pale blue and chalk 
white enamel screen background. 

Most effective was the “Rainbow Room” 
setting where the mannequin posed in a 
shallow bowl! filled with silky spun glass to 
simulate clouds while translucent stars 
lighted from within twinkled overhead. 
\nother window caught something of the 
opulence of the new Ciro’s of London, the 
mannequin for this occasion standing in 
a great fruit bowl surrounded by an epi 
curean assortment of vegetables and fruits 
and a brace of pheasants. These displays 
are not pictured. 

Surrealism in the bona-fide Dalt manner 
was the highlight of Arnold Constable's 
brilliant Ballet Russe series for which Dis- 
play Director Ernest Woolard employed 
variations on a single theme—‘Bacchanale.” 
The window text, couched in the form of a 
theatre program, continues: “On Stage 


Choreography by Leonid Massine—Musie 
by Richard Wagner—Decor by Salvator 
Dali—Costumes by Gabrielle Chanel.’ In 
describing the tashions, the text continues 
in similar form—"“‘Off Stage The drama 
of white or black with incandescent rhine 
stones.” 

The canvas backdrop is a direct adapta 
tion of Dali's own original sketches for the 
scenery used in “Bacchanale’’—the jagged 
mountain in the foreground looming dramat- 
ically against a background of painted desert 
with low ominous rocks flung against a 
sombre bluish sky with imaginative cloud 
effects. Brown sand is piled deeply on the 
floor to blend with the painted desert back 
ground. Very eftective is the little ballerina 
made of white pipe cleaners to carry out 
the surrealist mood This same authentic 
backdrop is featured in a companion window 
advocating tor its “Off Stage” feature “the 
priceless enchantment of gold and silver” in 
evening fashions, while abstract settings 
with great grimacing masques serve as 
background for “ankle-length frocks for 
entr'acte loveliness at the Sherry Bar” and 
gold spangled wide-skirted net frocks, ap- 
propriately christened “Ballerina.” 
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Delayed By Heat Wave 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 


It is to be expected that fall merchandise 
should appear in the windows toward the 
end of summer winter blacks should 
follow quickly the autumn rusts and browns, 
but with mid-summer weather persisting up 
to the end of October, the advertising men 
and the display departments of the 
Angeles territory were at their wits end. 
To plan winter layouts when the thermome- 
ter was registering between 85 and 100 de- 
grees was certainly incongruous with regu- 


and 


Los 


lar schedules. 
Then to top the 
prognosticator a 


idiosyncrasies of the 
weather silly political 
scheme to give to all unemployed Califor- 
nians over 50 years old a weekly envelope 
containing thirty “Ham and Egg” 
warrants stuck its ugly head over the politi- 
cal horizon. In an effort to defeat it at the 
November polls, practically all the depart- 
ment stores in the city instructed their dis- 
playmen to prepare displays and placards 
customers to defeat the proposition. 


paper 


urging 

Many advertising contracts were cancelled 
display were 
pending the outcome of the 
originating delightful 


and ideas 


cubby-holed 


carefully planned 


election. Instead of 
harvest scenes with rustling corn stalks and 
falling autumn leaves for the windows, we 
found displaymen drudging over black and 
white posters blaring out political opinions 
in huge letters. 


But in spite of the heat wave and the criti- 
cal political situation, practical display ma- 
gicians pulled out of the October hat a fas- 
cinating show of timely merchandise. 

During the month of October, Desmond’s 
Wilshire boulevard store had its face lifted. 
An entirely new store front greets the shop- 
per now. Ultra modern glass doors and in- 
numerable window improvements represent 
the great change. The first series of win- 
dow displays to appear after renovation, of 


which two are illustrated below, were oi 
the theme “Fall fashions in a nut shell.” 
Display Director Blu Pinnell used huge 


walnut shells, made of papier mache, which 
suggested the spirit of autumn, and the vari- 
ous accessories were grouped around them. 
Artificial walnut and branches 
adorned the display. window showed 
sports wear, others showed business clothes, 
etc. A huge corner window with its shadow 

and indirect lighting portrayed the 
season fashions for the fair sex. The 
appearing here was 


leaves 
One 


boxes 
new 

nut shell arrangement 
—''Fall fashions in a nut shell'’ was the 
theme of these windows by Blu Pinnell, Des- 
mond's, the shells being made of papier 
mache. Incidentally, the permanent back- 
grounds of pickled walnut added the last 
touch to the motif. (All photographs by 
courtesy of "Dick'’ Whittington, Photog- 

raphers, Los Angeles) — 


only a part of the window display, but 
caught the eye of the photographer. Her: 
we have the mannequin cleverly perched 
on a nut shell swing, attired in a cinnamon 
brown outfit with various accessories placed 
at her feet. These newly designed windows 
have a permanent background of pickled 
walnut. The overhead lighting is so ar 
ranged that it can be adapted easily to cre 
ate various dramatic effects. 

The toy circus came to town at the J. W. 
Robinson Company, as seen at the upper lett 
on page 9. Harvey Pettit, display manager, 
designed three windows featuring this event, 
while inside the store an actual three-ring 
circus was presented for the children. The 
backgrounds of the windows were decorated 
with bass drums, gilded paper cut-outs, and 
the like. In the foreground, children were 
pulling cages of various animals, drinking 
soda pop, and eating popcorn. Sawdust on the 
floor helped complete the stage. Some oi 
the other windows at were of 
harvest scenes, with corn stalks, pumpkins, 
and other colorful autumn props. 

In another prominent store, whose policy 
is to remain unidentified in these An- 
geles reports, a foundation garment display, 
featuring “That Hour-Glass Look,” was at 
tractively accented against a sky blue back 
ground, bordered with gingham curtains and 
huge glazed blue tie-backs. The central fig- 


Robinson's 


Los 











—Harvey Pettit, the J. W. Robinson Company, 
created the circus window to tie-in with an 
interior promotional feature . . 
firm presented ‘That hour-glass look’ 

display seen at the upper 


ure sits in a large plaster picture frame 
has a cleverly designed 


dressmakers’ tape. 


Another series of 


in 


, in Shoe 
the 


. A well-known 


right— 


waistline 


shoes can be beautiful and at the s: 


properly constructed. 


were decoratively 
framework in the 


atmosphere. 


In a series of windows at Saks-Fitfth z 
nue, Beverly Hills, 
used the Saks trade-mark, 
foundation for his theme 


Each display showed 
a photo mural of a house being built. Shoes 


a 


which 
constructed to represent part of the mural 
the background. Carpenters’ 
wood, and shavings 


tools, 
construction 


David 
arch, 
“Proper 


4 i 





this 
presented a group of shoe displays, not pic- 
tured here. “A New 
tion” was the theme, 


Construc- 
idea that 





tive in styles.” The miniature arch, made 


of plaster, was delicately carved and made 


to follow the proportions and design of th» 
original. The mannequins in the windows 
were seated upon, or in action near, th 
sides of the angles. Complete accessories 
for evening or sport, as the case may be, were 
arranged nearby. In the photograph seen 
below, the figure is wearing a new reversible 
hooded sport coat of plaid. The rose in the 
hand and the bracelet on the wrist possess 
that particular Buckley touch 

The interior of this exclusive store is of 
Colonial style, with magnificent pillars. The 
modern indirect illumination and air condi 
tioning are seemingly unnecessary, as soft 
orchids and powder blues are extravagantly 
used to keep the feminine atmosphere light 
and cool. As milady passes from room to 
room she would have difficulty finding a 


true right angle. Some rooms are oval, 


others are round. Extreme care was taken 
to keep the aisles clear, as permanent out- 


—James David Buckley, Saks-Fifth Avenue, 
Beverly Hills, did these two displays— 











of-the-way stages were constructed for floor 
display purposes. The expansive perfume 
salon is a maze of mirrors 

\nother Buckley series attracted many 
favorable comments from local displaymen 
“Black, day in and out” was the theme ot 
the series as all the mannequins were attired 
in various black ensembles. The object 
which registered the greatest approval was 
the plaster grating that extended across in 
front of the figures, sometimes reaching 
from one end of the window to the other 
None of the value of the displayed met 
chandise was lost by this action, as might be 
expected It simply induced the window 
shopper to move a step forward for a closet 
observation. Pieces of jewelry were inserted 
into some of the peep holes, and perfume, a 
rose, and the ensemble accessories were laid 
against the grating at the feet of the manne 
quin. The back drop was of shredded rayon 
\nother compelling feature of these displays 
was their illumination. A distinct shadow 
of the grating on the sidewalk made the 
window especiaily attractive in the evening. 
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tate Jtreet Features 
Coid Weather DisPlays 





By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


And as for the mannequins along 
town without so much as a “by your leave” 
people digging up to the whites of their eyes in minks and 


ermines, while the more hardy of the spe- 























cies have taken to insulated “zip-coats” with 
spare linings to cope with the rigors of the 
season. Ol’ Man Winter has moved right 
in, and from the looks of things he can be 
counted on to stick around like your Aunt 
Hattie when she drops in for the week-end 
with an equipage of three trunks and a hat 
box. 

Nevertheless, relying upon that faithful 
barometer, the store windows, shoppers may 
anticipate the gayest and most exciting cold- 
weather spell in many a year. Whole pots 
of color have been overturned and both in- 
door and outdoor scenes are as breathtaking 
as Joseph's coat. 

Recent State street windows presented by 
Display Director Paul Wertz, The Fair 
Store, were both distinctive and seasonal. 
Fach struck a harvest note with cornstalks, 
the plumpest of pumpkins, and gay little 
gourds arranged about a section of picket 
fence. The first, suggesting a costume for 
“Romantic Nights,” was effective with its 
single mannequin) and the conventional 
array of pearls, gloves, and party conceits 
together with a tempting group of cosmetic 
items for the boudoir dressing table. “For 
Important Occasions,’ reads the theme 
plaque of the second setting. Here, again, 
one model dominated the display, clad in a 
striking dinner gown, while a poster placed 
the accent upon the sophistication of plaid. 
Photographs of these exhibits appear on this 
page. Note that the windows of The Fair 
have been divided into small units. 

“Enjoy More Leisure with these Westing- 
house Appliances” reads a streamer across 
the back of an electrical exhibit for home 
owners on display at The Fair. Outlining 
the advantages of the equipment are five 
little caricature cutouts of men with pointers 
and posters. To the left is an interior home 
scene, carrying out the leisure theme, show- 
ing an apron-clad housewife seated in an 
armchair in her living room with an open 
magazine in her lap. An end table holding 
attractive book ends and = gaily covered 
books, a window dressed with glass curtains 
and a pair of chintz drapes, a large framed 
floral print, and floor lamp complete the 
cozy picture. 

J. W. Campbell's bandbox windows for 

J. W. Campbell's bandbox windows for 
mendatory comment. Six displays, all sim- 
ilar to the two shown at the lower left on 
this page, featured a different type of fur 
in each window, suggested an appropriate 
color complement, spotted illustrative fur- 
trimmed hats throughout the display. Cen- 
ter of the scene was a furred-and-hatted 


—The first two displays are by Paul Wertz, 
The Fair Store . . . At immediate left, by J. 
W. Campbell, Carson Pirie Scott & Co... . 
(All photographs by courtesy of Fred Kuehn, 
Photographers, Chicago) — 
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—At right and center, by Arthur Fraser, Mar- 
shall Field & Co. . . . below, by J. W. 
Campbell— 


mannequin emerging trom the tissues ot a 
gigantic hat box. Other boxes in the win- 
dows, of assorted sizes, were covered with 
suede cloth to carry out the color scheme 
of the hats, tied with harmonizing taffeta 
bows. An interesting background square 
was covered with taffeta, suede cloth, and 
fringe in the theme color. Gold costume 
jewelry added sparkle to each set. 

With fairy-book and footlight costumes 
gaining ever-increasing popularity with 
milady, the windows of Marshall Field & 
Co. strike an imaginative note. Among the 
State street panels conceived by Display 
Director Arthur Fraser is an outstanding 
exhibit, shown on page 11, depicting the 
“Charade Debutante.” Her companion is a 
young man in snug fitting tights, high white 
spats, gala striped vest and braided cut- 
away. Knee-deep in the most exquisite of 
feminine wardrobe accoutrements, a card 
announces “Enchanting Party Finery 
designed for Fields from the costumes of 
the American Ballet.” 

A companion window, featured by Fraser 
and also pictured here, is a story without 
words. The background panel, elegant in 
its simplicity, is moire striped, pointed up 
by an unusual tiered drape ot heavy velvet 

elaborately fringed, corded, tasseled 
and two bas-relief composition nymphs 
of another world, one playing the lyre, the 
other holding the symbolic masque of the 
drama. On a foot-high, semi-circular plat 
form stands a lithesome mannequin in a 
theatre-going gown and matching turban 
Hung casually over the back of a delicate 
arm chair is a chubby coat of fox skins and 
clustered upon the floor is a collection of 
slippers, costume jewels, opera glasses and 
evening bags to tempt the most critical on 
looker. 

J. W. Campbell shows his flair for the 
dramatic in the impressive bridal window 
pictured here. In the simplest of settings, 
employing rough spun draperies of light 
beige, a section of square column of classic 
design and an ornate crystal candelabrum, 
bearing five white tapers, he places the de- 
murest of mannequins, prayer book in hand, 
hoop-skirted in tiers of fragile lace and 
wearing a trained tunic of gleaming satin, 
over which her tulle veil cascades to end 
in a misty cloud upon the flooring carpet. 
\n open book in the foreground bears ihe 
announcement, “From Joan Adair, your 
Wedding Consultant comes ...a Dream 
of Loveliness in Ivory Satin and Fine Lace.” 

The displays described below are not 
illustrated. 

Saks-Fifth Avenue heralds the opera sea 
son, devoting its three Michigan boulevard 
windows to displays featuring evening 
gowns and accessories amid a most dra- 
matic assortment of sheathed gold-handled 
sabres, green paper masks, comic and tragic 
in the traditional manner, and scroll ribbon- 
streamers bearing timely fashion messages. 
Unusual are the three colorful miniature 
stages of paper and cardboard, set for vari- 
ous operatic scenes, each carrying out the 
theme of one window. Overhead colored 
spots throw a soft glow upon mauve satin, 
gracefully draped to form a charming back- 


ground for each exhibit. 
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South Bend Contest 
Draws Thousands 


Three years ago the Northern Indiana 
\ssociation of Display Men worked with the 
local merchants’ associations to stage South 
Bend’s first 
stores competing for prizes awarded for the 


“window show,” with local 


best displays. Last year the event met a 
still better reception from the shopping pub- 
lic, and this year’s contest literally brought 
thousands of spectators into the shopping 
district on the night of September 14. 

This year’s displays, from the smallest 
shop to the largest store, sparkled with 
color, action, life, and originality. Many 
examples of clever animation were seen, 
as well as unusual sound effects. All the 
competing stores were closed, of course, and 
only the medium of display was employed 
to stop the passing throngs. 

The grand prize of $100 went to Dan F. 
F. Ganger, George Wyman & Co., for the 
millinery window pictured below. This was 
one of a series built around nature's most 
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By FRANK G. BINGHAM 
Robertson Brothers, South Bend 


colorful season. In this particular center 
window a millinery display was almost lit- 
erally transferred to the woods. A babbling 
brook rippled its way from the top center 
over rocks and ferns to a large tank which 
formed the base of the display. Moss- 
covered rocks, bark, leaves, ferns, and soil 
added more realism. A recording of singing 
birds and running water was amplified into 
the street for the benefit of the passerby. 
On each side of this display were two large 
windows further carrying out the outdoor 
theme. <A rustic bridge formed the center 
platform upon which living models paraded 
during the two-hour show. The center panel 
was painted on muslin in rich sunset tones. 
Large tanks filled with water, from which 
cat-tails grew, added to the scene. 

Next is seen the winner of first prize in 
the department store class, by Beryl C. Tay- 
lor, Sears, Roebuck & Co. The cottage 
scene was designed for use with living 


models. Each model came through the door- 
way and passed along the stepping stones 
on the landscaped lawn. A very excellent 
illusion of great depth in the window was 
achieved by using a_ cleverly arranged 
blowup. 

Second prize in the same classification 
went to the writer for the window pictured 
at the lower right. The copy on the card 
explained this bridal scene: “To the Autumn 
Bride . . . All This and Heaven, Too, is 
yours by consulting Carolyn Page, Robert- 
son’s Bridal Secretary.” Bridal music was 
amplified into the street as the little white 
angel moved deftly at the organ perched 
on clouds. 

The men’s wear window won first prize 
in that classification for Lew Simper, Gil- 
bert’s. A large acorn motif was painted 
on the glass and this same idea was further 
carried out in the shadow-box in the center 
of the window. 
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Displays To Catch 
Masculine Eves 

















—The upper display in the first column is a "three-in-one,"’ each panel 
dramatizing a reason for the particular brand of footwear shown. By 
W. L. Wardrip, William Hahn & Co., Washington, D. C. . . . Sport 
jackets are set off in relief in the next display, by J. C. Nichols, for John 
Wanamaker, Philadelphia. . . . Last is an “All American’ hat display by 
V. M. Curto, J. C. Penney Company, Lansing, Mich. ... One of the best 





shoe displays of the season is pictured in the first illustration in the 

column at the right—by V. M. Curto. . . . Next is a display of evening 

wear, using a tie-in with a forthcoming Junior Prom—by Fred Weiters- 

hausen, Bergheim's, Boulder, Colo. . . . The final display is by Joe Tilner, 

Campbell's, Santa Monica, Calif. The cut-out ducks are against a 
metal screen— 
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Color At Christmas 
With Fluorescence 


By C. T. MASTERSON 


Engineering Department, General Electric Co., Cleveland 


Many Christmas displays this year will 
have the advantage of beautiful colored flu 
orescent lighting. For those displaymen 
contemplating colored lighting there is now 
available a complete palette of usable col- 
ored light. Cool blues and greens, which 
in the past were lacking or greatly deficient, 
can now be obtained easily with fluorescent 
lamps. The results in the past were either 
low in brightness or decidedly warm = in 
color. The yellow, orange, and red colors in 
filament lamps greatly over-balanced in light 
output the same wattages in the cool colors. 
For example, in the illustration of the win- 
dow display, “Gifts for All” as seen in the 


lower illustration, the background lighted 
by blue fluorescent lamps can not be washed 
out by the regular overhead white show 
window lighting. 

Good displays for the store during the 
Christmas season often lead to continuous 
decoration throughout the entire vear. Vari- 
ations for seasonal displays are accepted as 
a matter of course as a part of the store 
decorative plan. Attention is directed to 
articles for impulse or voluntary sale by 
using higher levels of illumination and by 
the artful employment of colored lighting 
\ lighting system with convenience outlets 
(that are really convenient) offers an easily- 
changeabie decorative medium for augment 
ing and changing the appearances of both 
fixed and movable displays. Fluorescent 
lamps mounted on a metal channel contain 
ing the reactor and wired so they can simply 
be “plugged in” will be found most con- 
venient for portable display work. Portable 
metal strips with sockets, reflectors, spot- 
lights, projector spot lamps, and color 





lenses are also effective display artists’ tools. 

Fluorescent lamps may provide decorative 
effects and at the same time contribute to 
general lighting. As an example, a request 
was recently made for a pattern of Christ 
mas colors amid the daylight lamps of a 
ceiling pattern. Obviously the green and 
red fluorescent colors were preferred be- 
cause they are symbolic Christmas colors. 
Although the green fluorescent lamp pro- 
duces twice as much light as the daylight 
lamp, it is an unsatisfactory color for il- 
luminating merchandise and shoppers. In 
order to balance each green lamp three pink 


lamps of the same size were suggested 
rather than red because pink produces six 
times more light, vet the red fluorescent is 
four times more efficient than the same size 
filament lamp. This mixture produces a 
synthetic white light which approached the 
color of the general iliumination. 

Other combinations which can produce in 
teresting patterns and still approach an ac- 
ceptable color quality are: 

One gold, two daylights, two pinks: ap- 
proaches a white light cooler than filament 
lamps. 

Two gold, two daylights, one pink: ap- 








proaches a white light similar to filament 
lamp lighting. 

Two pinks, two gold, one daylight: ap- 
proaches a white light warmer than filament 
lighting. 

One gold, one blue: approaches daylight. 

As we know, real daylight is composed 
ot all the colors of the rainbow. No one 
questions nature’s use of color, and conse- 
quently we too can use color in many ways. 
The display field is one place where colot 
can play a big part—and now the displayman 
has the tools. 

Some interesting uses of fluorescent light 
ing for displays are given in the illustra 
tions. First is shown an appealing dee 
modeled by Ken Lavine, Fischer & Jirouch, 
Cleveland, silhouetted by a plastic cloud il- 
luminated from behind by a blue fluorescent 
lamp. The changeable message can be eas 


—The deer is silhouetted against a plastic 

cloud illuminated from the rear by a blue fluo- 

rescent lamp. .. . The window display is given 

an excellent fluorescent treatment, as described 
in detail in the article— 
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—Interior treatments using fluorescence are 
shown at the right. First is a plaster jack-in- 
the-box lighted from below through configur- 
ated glass. ... Next is a group of three photo- 
graphic transparencies suggesting portraits as 
Christmas gifts. Flashed opal glass is used for 
the background. . . . The Christmas tree 
shadow box is illuminated with four colored 
fluorescent lamps concealed around the mar- 
gin of the box. Glass shelves support the gift 
items— 


ily written on the plastic casein finish with 
a wax crayon. 

Colored photography is needed to do jus 
tice to the colorful window display pictured. 
This Christmas window is a fine illustration 
of the effectiveness of colored fluorescent 
lighting. The message “Gifts for All,” is 
illuminated by one row of blue fluorescent 
lamps and even with the 200-watts per foot 
overhead floods this blue light is still dis- 
tinctively apparent. Orange “lumiline” lamps 
lend sparkle to the glass blocks. A rich 
depth of background is obtained by the use 
ot blue fluorescent light on dark blue cor 
rugated paper. 

The Christmas tree is simply wall board 
cut to shape and covered with crinkled 
aluminum foil studded with eight Christmas 
tree lamps. Above it is a green fluorescent 
lamp for illuminating the face of the tree, 
and a blue lamp for the background. An 
interesting flickering motion of the light on 
the tree is obtained from six filament lamps 
in red and yellow located at the base of the 
tree and equipped with flasher buttons. 

The unusual interlacing square pattern of 
the tree results from the use of two layers 


of fluted “Louverex” glass. The flutes of 
the glasses are placed at 45 degrees and 
perpendicular to each other. The sheets of 


glass are separated by a 2-inch space which 
adds greater depth or thickness to the ap- 
pearance of the tree. This tree effect has a 
jewel-like character which will stand close 
inspection. The display is further enhanced 
by means of projector spot lamps with glass 
roundels which pick out objects of similar 
color, or at other points produce brightness 
emphasis in white light. 

A colorful plaster jack-in-the-box by Ken 
Lavine, Fischer & Jirouch, Cleveland, is 
lighted from below through clear config- 
urated glass, as seen in the picture at the 
upper right. Reflector show case lamps 
supply white light at the front, while a flu- 
orescent lamp at the back adds to the blue 
color of the background. 

A convenient portable box illuminated by 
fluorescent daylight lamps, or in other colors, 
is an excellent background to form a lumi- 
nous sign, merchandise background, or cut- 
out ornaments and photographic transparen- 
cies. The word “Gifts” illustrates the possi- 
bilities of silhouette messages when flashed 
opal glass is used for the background, as the 
photographs are diffusion enough in them- 
selves. This is an excellent method of get- 
ting significant decoration and presenting 
subject material for departmental displays. 

A Christmas tree shadow box for a port- 
able display is shown at the lower right, 
illuminated with four colored fluorescent 24- 
inch lamps concealed around the margin of 
the box. The box, with its white crushed 
plush background, is 39 inches square and 
12 inches deep. Glass shelves support the 
small commodities. 


DISPLAY WORLD 








16 DISPLAY WORLD NOVEMBER, 1939 


Christmas Institutionals 


Merchants who, a few years ago, disliked 
the idea of eliminating one or more windows 
from a strictly commercial selling job dur- 
ing the peak season of the year are realizing 
that an institutional window sells, too—it 
sells increased good will and obtains word- 
of-mouth advertising for the store. The 
most striking example of this was the fa- 
mous bell series of Lord & Taylor, New York 
City, two years ago, when nearly half a mil- 
lion phone calls, letters, and personal com- 
ments poured in on the store as a result 
of its Christmas institutional displays. 

Tolling bells also appear in the display 
seen at the upper left, by H. H. Hawkins, 
J. R. Millner Company, Lynchburg, Va. The 
bells were synchronized with sound, while 
twelve records on an automatic turntable 
furnished Christmas carols which were made 
audible on the street by means of an ampli- 
fier concealed near the top of the window. 
The painting of the Madonna was in oil 
colors. The choir boys were done in half- 
relief, and each bore a lighted electric can- 
dle. The chancel rail was done in %-inch 
fir plywood, flocked in white felt. The col- 
umns were some 6 inches in relief, covered 
with silver and backed up with red felt 
flock. The complete setting was placed on 
an &-inch platform covered with red velour, 
with the sides in starred decorative paper. 





Joseph Apolinsky, whose institutional dis- 
plays rank with the best done anywhere, de- 
signed the second window illustrated—one 
of three devoted to the same theme by Love- 

2 ee - : Bcess man, Joseph & Loeb, Birmingham, Ala. Of 
> these windows Apolinsky says: “These dis- 

C, Merry Christmos plays were originally shadow boxes with 

te rev'd little ‘Alice in Wonderland’ characters 

which were used from the early part of No- 

vember until about December 21. We took 

these shadow boxes and made cutouts of 

wall board, backing them with sateen, and 

placed them to the front of the shadow 

boxes, utilizing the existing lighting effects. 

These displays were our greeting windows 
to the public. 


Loveman. doseph & Loeb 


“The colors used in the Madonna display 
were gold, silver, red, and green, with white 
satin backing up the cut-out effects. Another 
window had shadow boxes containing the 
Three Wise Men and were finished in the 
same colors with tinsel flitter for high-lights. 
The third window had a shepherd and his 
sheep for the seasonal effect. This, also, was 
cut out and backed with sateen.” 

Alms & Doepke, Cincinnati, is another 
well-known store which makes consistent 
use of institutional displays throughout the 


year. An entire battery of windows last 
year followed the theme illustrated in the 
third photograph. Eight windows were 


filled with characters right from the pages 
of Dickens. Each window used only the illu- 
mination from spotlights. Backgrounds 
were in midnight blue, with silver stars. 
The floors were covered with bleached 
cornflakes, and the windows were “frosted” 
over as shown. The small squares were 
formed by strips of black tape. Frank 
Behrens has charge of this branch of display 
for Alms & Doepke’s. 
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After the holly wreaths have been hung, 
candles set around pillars, and miniature 
Santa Clauses placed on ledges, there comes 


a pause during which concentrated thought 


is given to ways of making it easier for 


holiday shoppers to buy. 


Today, most progressive stores find their 


first step toward this end—not only at 
Christmas time, but also year ’round—is the 


la) Liht Ca 
(Cannon Git 





assortment display. This type of display is 
less an attempt at decoration than a con- 
crete answer to a customer's first question: 
“What can you show me—?” It is, briefly, 
a display of complete merchandise assort- 
ments carried in that department. 

As a suggestion to department stores to 
make it easier for holiday shoppers to buy, 
Cannon Mills in a recent holiday broadside 
offered a number of suggestions for gift set 
assortment displays. As in year ’round sell- 
ing, the special gift set display seeks to 
answer Mrs. Customer's quastion: “What 
can you show me in gift sets?” It has been 
the experience of department stores in previ- 
ous years that when such an assortment dis- 
play is used, gift business increases and 
sales transactions run more smoothly. 

\ few of the special assortment displays 
of Cannon gift sets are shown here. They 
do not supplant regular selling tables. For 
holiday volume business, stores find the 
best selling plan is to mass sets at various 
prices on separate tables— $1.95, $2.95, and 
SO On. 

However, these gift set assortment dis 
plays are suggested to department stores to 
make it easier for customers to buy, and, 
therefore, for salespeople to sell. 

In one place, at one time, clearly price 
marked, Mrs. Customer sees displayed a 
sample of every type of gift set sold in the 
department. She either makes her selection 
from the display: “I'll take one of these 
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Make Gift Shopping Easier 


By EDWARD W. RHEINS 
Cannon Mills, Inc., New York City 





sets at $2.95—but I'd like the towels in 
green—” .. . or, after viewing the display 
and deciding on the set she wishes, she 
walks over to the selling table where these 
are massed for sale. 

In any case, such a concentrated selling 
display of a department's gift sets saves 
time, temper, and trouble for customers 
In busy selling periods, it enables sales 
people to serve several customers at once. 

All of these suggested gift set displayers 
are simple, inexpensive, and can be con 
structed easily in the store. It has been 
found that painting them white provides 
a more attractive display background for 
colorful gifts. 


Many a displayman has found at holiday 
season that these gift sets, with their beau- 
tiiul boxes and lovely display colors are of 
tremendous assistance in highlighting any 
type of home-furnishing or housewares dis- 
play. They add color and distinetion; they 
are at home with related, as well as unre- 
lated, home lines 


Max Redman Joins 
Gaylard's 

The State street store of Gaylard’s, Chi- 
cago, has appointed Max Redman as dis- 
play director. He was formerly with R. H. 
Miller Company, Milwaukee, and The Pal- 
mer Dress Shop, Chicago. 
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Display As We Jee It 


By D. W. BACON, Advertising Manager 
Coopers, Inc., Kenosha, Wis. 


QniEal ef Co, 


Drrece- NO BULK 
NO BIND NO BUTTONS 
pe75t) mascmd fohisaile) | 
WITH MASCULINE SUPPORT 


Originated and Manufactured by 


COOPERS 


Lining up squarely behind the theory that 
display is a most essential part of modern 
merchandising, Coopers Inc., originators 
and manufacturers of men’s “Jockey” under- 
wear, go to great lengths to aid the firm’s 
dealers in the proper display of Coopers’ 
products. 

For example, at least six times each yea 
every cooperating dealer receives a special 
“promotion package” which is sent him by 
Coopers. Included is a large, four-color 
window poster, two smaller four-color dis 
play cards, a reader card for counter use, 
and miscellaneous material such as pennant 
cutouts to paste on windows during football 
seasons, or penguins during hot weather 
This material is tied up both in theme and 
illustration with the national advertising 
which will appear during the period that the 
promotion is current. (An example of such 
tie-ins is seen in the first illustration on 
this page.) 

Once each season these dealers also re 
ceive a specially created “flasher” sign for 
use in store windows or the store interior 
This unit, which shows a well-dressed man 
and then flashes to show the Jockey under 
wear underneath, has proven to be extremely 
popular with dealers, who value highly the 
“stopping” appeal of the flashing light. 

When Jockey underwear was first intro 
duced several years ago, it was discovered 
that there were no display forms on_ the 
market which would show the underweat 
properly. The basic idea of this new type 
of knit underwear is masculine support and 
sleek fit. 

Coopers’ executives realized that no mat 
ter how good the basic principle of mascu 
line support might be, the underwear would 
not sell if it were allowed to gather dust 
behind the counters. The company there 
fore set about to create a display form 
which would show Jockey underwear as it 
should be presented. The result was a form 
which the company calls the “Stride” form 
and which is offered to dealers on a co 
operative basis. 

These “Stride” forms were instrumental 
in getting Jockey underwear into literall 
thousands of store windows all over the 
United States. It was also found that thet 
presence inside the department enabled the 
men's underwear salesman to demonstrat 
Jockey selling points to customers in a wa 
that would otherwise have been impossibk 

The original “Stride” was a_halt-torse 
figure. Because of the popularity whicl 
greeted it, and as the Jockey line expande: 
into a complete men’s “underwardrobe,” ad 
ditional forms were developed. These in 


—At regular intervals Coopers dealers are fur- 
nished with display tie-ins with national ad- 
vertising, as shown in the window display 
above. . . . Interior displays are also given 
due attention in Coopers’ advertising plans— 
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clude the “Full Torso Stride,” which makes 
it possible to display Jockey shorts or Mid- 
ways together with Jockey shirts; the Stride 
Long torm, which shows a figure from the 
waist down, and so permits display of Jockey 
Longs; and a full-torso “Stride Jr. Form” 
for use in children’s departments. These 
figures are pictured on page 19. 

Latest, and perhaps greatest, step in the 
development of Coopers’ display program 
has been the development of Jockey dis- 
pensers. The company noted with interest 
the growth of markets which relied solely 
on open selling display, and which were 
greeted enthusiastically by the public. Feel- 
ing that this was indicative of a new trend 
in merchandising, Coopers decided to pro 
vide its dealers with some type of an open 
selling and display unit. Discovering there 
was no adequate unit on the market, the 
company set about to design and develop 
two types of dispenser. 

The first of these was a wooden table-top 
unit, which could be placed on top of a 
counter, center aisle table, or other traffic 
location in the = store. Removable wooden 
partitions made it possible to arrange the 
dispenser to hold either the narrow pack 
ages containing Jockey shorts and Midways., 
or the wider packages holding Jockey Longs 
and Jockey Over-Knees. An “island table” 
above the dispenser was made large enough 
to hold a Stride form. 

The second type of dispenser is an all- 
steel unit which has been called “a com- 
plete underwear department on four legs.” 
\ special shelf holds enough Jockey boxes 
to provide tor one complete “re-fill” of the 
dispensing unit. The central unit is similar 
in layout to that of the wooden dispenser, 
except that it has two wings which can be 
added during peak seasons, or removed dur- 
ing slack periods. These two wings are con- 
structed so that they can also be hooked to- 
gether and used as a “table top” dispenser 
in some other section of the store. The 
island table has a double socket underneath, 
concealed from public view. In one of the 
sockets a light bulb 1s placed, which gives 
indirect lighting on the Jockey packages. 
The other provides an outlet into which can 
be hooked a flasher sign standing on top 
of the island table. The island table is also 
designed to hold a Stride form, or other dis 
play material which Coopers provides. These 
various dispensers are showm on page 19 

These units met with instantaneous suc- 
cess, merchants reporting almost unbeliev- 
ably huge sales gains through their use. The 
units are atractive displays, they are selling 
units, and they provide “automatic stock 
control” besides, since the merchant can tell 
by a glance at his dispenser whether or not 
it is time to re-order. 

There is one more point that is interest 
ing to note in connection with Coopers’ dis 
play policies, for it has a bearing on every 
thing else that the company has done. When 
Jockey underwear was first introduced, it 
was cellophane-wrapped, and a_ tri-colored 
band illustrated the garment included in the 
package, and gave pertinent facts about it. 

The result is that from the first the Jockey 
package has constituted a display unit in 
itself, tying in naturally with the window 
and interior display material provided by 
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Black (And White) Masic 


‘ing ancient times every walled city 
who 
at- 
But 
te of all their musty books and weird 


alchemists 
futile 
to convert base metal into gold. 


ts necromancers and 


their days and nights in a 


lients for magic potions, their experi 
I 
None 


color of 


succeeded in 


into 


failures. 
flash 


were 


ling the and gold 


lead 


lern times finds an odd parallel for the 
the 
experiments being con 


nist, with the show card writer in 
The 
designed to change plain white 
bits of inspiration 
hold the 
Surrounded by pens, brushes, and 
the 
card 


role. 
1 are 


into living 


will catch and the eye of 


i magic color, modern alchemist 


the show enchantment which 


draw the dollar into the cash register. 
this weaving of spells can be done 
the 


and white card, properly 


without use of color. The plain 


treated, be 
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By L. E. SUMMERTON 


Kisber's, Jackson, Tenn. 


comes almost literally “black (and white) 
magic.” 

The illustration shows six show cards, 
each done in black and white either with 


pen alone, or with pen and brush. The only 
other shade used consisted of a gray wash 
background for several of the cards, or as 
a decorative treatment as in the case of the 
coat illustration. 

The “When Rains Come” 
was done in black wash, with the slanting 
“rain lines” and lettering by pen. 


drawing for 
The rain 
drop was shaded in gray wash. 

The “Glitter Dresses” also 


drawing for 


—Black and white show cards from the 
magic pen and brush of L. E. Summerton. 
detail, expert 
and a distinct flair 


layout and lettering all contribute to make 


Meticulous attention to 


draughtsmanship, for 


Summerton's cards outstanding— 


GLITTER 
DRESSES 
HOUR = GLASS 
SILHOUETTE 








Christmas Gift 
Suggestions 


—/ me 

Gifts for everyone £4 ; 

af prices you can 4 7 
afford to pay 


was in black wash, as was the with 
the card for “Smart Shoes.” The lettering 
was by pen and ink, and each of these cards 


Case 


had a border done in gray wash. 
“Superbly Furred Coats” represents brush 
work only—both lettering and illustration 
being done in this way. 
“Let’s Talk Turkey” 
bination brush and pen technique. 


was done in a com- 
The tur- 
Key called for exquisite detail, using a brush, 
and the finished drawing had a distinct re- 
semblance to a reproduction from a wood 
cut. The lettering was done by pen. 

Nothing but the pen was used for the 
center card— “Christmas Gift Suggestions.” 
Here again meticulous attention to detail 
was the secret of the appearance of the card 

These representative of what 
plain black and white treatments can mean 
in window settings—attractive, selling show 
cards that have life and vitality breathed 
into them by the modern magician. 


cards are 


i 
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PERFECT 5 jsp, ay paper 


For ANY OCCASION IS 
VELVELUR 837” 


(NON-INFLAMMABLE) 


Cut fire risks and meet fire laws with this safe, easy-to-use display 
paper that has EVERYTHING. Comes in 29 beautiful paste 


| colors. Rolls full 87 inches wide, convenient lengths and sheets 
For | 24x36. 


Quickly shapes into three-dimensional figures . wool 
“ MINUTE flocked for subtle effects . . . artistic rough finish . . . takes water 
SE LA 
TH EMAS DISPLAYS 


color, paint, printing, airbrush and screening. Stands rough usage 
Special Holiday 


without cracking or permanent crease. 
UR 87” ANOTHER LEADER--ACE BACKGROUND PAPERS 
ELVEL 
” DISPLAY PAPERS 





81” wide, 12 colors including black 
108” wide, 8 colors 


WRITE FOR SAMPLES AND PRICES 








request for sam 


our 
ee — pv prices today! 











: flake 
’ 1nd Snownla 
G qeous Christmas ke seca re fastive s 1 
rae in. flashing silver TER a7”, Both THE ACE PAPER CO.. I 
designs! = VELVELUR 87 . \| / ee nme. 
ackground Of TeS" een and blue s ae 
en designs on pai ‘nesili (Display Division) 
87 inches wide in le _ 426 West Broadway Dept. 6 New York, N. Y. 





Display Plans Formulated 
For "Gone With The Wind" 

Numerous from the technicolor 
motion picture With the Wind” 
serve as inspiration for displays being pre- 
pared by W. L. Stensgaard & Associates, 
Inc., Chicago and New York City, for use 
in many retail outlets. The impressive dis- 
plays are marked by extremely effective 
color and layout work. According to W. L. 
Stensgaard, president of the firm, a wide 
selection will be offered “to assist each store 
to put the glamour and romance of the Old 
South in its display presentations.” 


scenes 
“Gone 


New Book On Color ‘ 
Fills Display Need 


“Colour in Display,” by Crisp, 
has been released through Fireside Press, 
148 Lafayette street, New York City, and is 
a very welcome addition to the library of the 
displayman. The book is adequately illus- 
trated, and the somewhat complicated sub- 
ject is handled in an entertaining and in- 
formative manner. 


Quentin 


on the proper mixture of colors. The book 
is priced at $2.00. 


Arnold Vandersee Resigns 
Nunn-Bush Position 

Arnold Vandersee has resigned as display 
manager for the Nunn-Bush Shoe Store, 
Chicago, to assume charge of production for 
Theatrical Display Service, 1132 South 


Wabash 


avenue, 


Included in the list of 
chapters is one on basic colors and another 


Plastic Display Pieces 
Win Contest Awards 

Several display items of plastic are to be 
given awards in the fourth annual Modern 
Plastics competition, recently conducted by 
Modern Plastic One of the prin- 
cipal 
Company, 226 


magazine. 
will go to Crystal Fixture 
South Wabash Chi- 
cago, for a transparent plastic dog designed 
for window display. The material used is 
“Lucite,” made by E. I. du Pont de Nemours 
& Co., Arlington, N. J. 

Honorable mention in the competition will 


awards 
avenue, 


Equipment Com- 
New York 


City, for a symmetrical form of transparent 


go to The Lloyd Display 
pany, Inc., 500 Seventh avenue, 
plastic for the display of women’s footwear. 
Designed by Simon Matzner, the form is 
fashioned from “Catalin,” a product of The 
Catalin Corporation, New York City, and is 
furnished in color or clear. 
light- 
ing is to be given an honorable mention, it is 
understood. The unit was designed by Gil- 
bert New York City, and is made 
of “Plexiglas,” manufactured by Rohm & 
Haas Company, Philadelphia. 
Formal announcement of all 
entries in the competition will be made in 
the November issue of Modern Plastics. 


A plastic luminaire for fluorescent 


Rhode, 


Unique New Service 
Offered By Bliss 

Something new in the way of background 
service has just been inaugurated by Albert 
Bliss, president, Bliss Display, 460 West 34th 


street, New York City. It involves furnish- 


awards for 


ing special tashion illustrations drawn and 
hand-painted by the company’s artists on a 
9-foot “NoSeam “6 
For windows less than 9 feet in height, the 


square panel of colored 
drawing is so spaced that trims can be made 
from top and bottom without disturbing the 
layout. Panel 
art work, standardized for the dramatization 
ot the 
panels for specific apparel also can be sup 
plied. 
from the address given above 


designs are original bits of 


immediate fashion story Special 


Complete information is available 


New And Larger Quarters 
For RIP-Studio 

Ruth I 
New 


greatly 


head of the RIP-Studio, 
York City, has announced that due to 


Price, 


increased business it has become 


necessary for the firm to take new = and 
larger quarters at 141 West 40th street, 
where ideas in the form of modern paper 


paste-up displays for windows, interiors, and 
cases are on view. 


Son And Heir 
For Tom Lee 

An eight and one-half pound son was born 
to Mr. and Mrs. Tom Lee November 7, at 
the Leroy Sanitarium, New York City. Lee 
is display director for Bonwit Teller. 
Houser Appointed 
By Regal 

Walter Houser, formerly with The Cutler 
Shoe display 
manager for The Regal Shoe Stores, of that 


Company, Chicago, is now 


city. 
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—Below is seen an original idea for an aisle unit for the sale of 
sheets or bedding. 

bed with canopy top. 
legs and posts, supporting a box top edged with a valance. 
or paint the posts and sides in mahogany or walnut to make the 





The fixture is built to represent a four-poster 
It is in reality a big sales table with turned 
Stain 


effect more realistic— 


FALSE 2 


= |S a= BE 


—At the right is a sales square for the merchandising of shaving needs 
such as electric razors, safety razors, strops, brushes, soaps, toilet water, 
lotions, and the like. The tables have flat sides painted in diagonal 
stripes of red and white. Barber poles made of heavy tubular paper or 
cardboard decorate the four corners. These are surmounted by large 
electric globes. The sign is suspended from the ceiling— 





—Children's snow suits should now be featured prominently. 
top selling we show a large table with center decorative unit representing 
Construction is such that the space beneath the slide has 
Dress a child's figure in a snow suit and place it on 
Cover the bottom of the slide with cotton 
Paint the slides a bright red— 


a ski slide. 
shelving for stock. 
a sled resting on the slide. 
and decorate the table sides with icicles. 
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—At the left is something new in the way of a booth. The 
cornice at the top is of chrome plywood with scalloped top 


bent forward in a rounded effect. This top is of sheet 

chrome. Another pleasing feature of the design is found in 

the corners, giving the booth an octagonal shape. The top 
is supported by chrome tubes— 


By De SAULT SCL ETAT: 


For table- 
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With — A New and Improved Swivel 
— A More Powerful Motor 
— Greatly Increased Chisel Life 
— Greatly Reduced Chisel Breakage 
— Faster and Smoother Cutting 
— Less Vibration and Noise 


at NO INCREASE IN PRICE 


INTERNATIONAL REGISTER CO. 13 S. THROOP ST., CHICAGO 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 








USE THIS COUPON 
To learn about this low priced cut- OF 
ting machine which will improve Company Name 
the effectiveness of your displays een 


and save you money. 











SCHACK'S PRE-VUE 














Here are two pages of new, original 
display creations from Schack’s 
spring catalog especially adapted 
for “Southern Wear” and January 
trims. Order direct from this ad. 
Satisfaction guaranteed. 


New catalog will be ready in Janu- 
ary. Get on our mailing list now. 








BARBERRY BUSH 


A Different Way of Handling Ruscus. Each Twig 
Branched out Separately. Painted Nile Green 
and Toned with a Darker Green and Ocean Blue. 
Set in Green Painted Wood Tub. Top of Tub cov- 
ered with Green Grass Matting. Tub measures 
10 inches high by 16 inches in diameter. Size 
overall 62 inches high with 30-inch spread. This 
idea can be developed into any size or color. 


A6510. Complete Unit . .$12.00 Each 
Shrub Only 9.50 Each 


DROOPING BAYOU GRASS 
UNIT 


Designed expressly for Post Treatment. 
Made of Light Green Natural Preserved 
Material interspersed with Giant Yellow 
Jungle Flowers. Assembled in Brown and 
Green Shaded Combination Pot and Pocket. 
Comes ready for installation. Height, 50 
inches. Diameter, 40 inches. 


A6507. Complete. ..$6.00 Each 


Giant Yellow Forsythia Sprigs of Duplex Crepe. 
Chenille Pussy-willow Buds. 
42 inches. 
Plaster Vase. 


A6500. Complete 


at 


a 


. a 


~ co 


FORSYTHIA AND PUSSY-WILLOW SPRAY 


Gray Rayon 
Brown Rayon Silk Stems. Height 


Spread 27 inches. Set in heavy 18-inch White 


60 inches overall. 


Oey epee $10.00 Each 
Bouquet Only ............ 5.50 Each 
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HULA HULA MAT 


Constructed of Soft Sea Island Fibre 
Color. 


in Natural Light Tan 
Fastened in center to Wood Disc. Diameter, 48 inches. 


Sere er ree $2.50 Each 














HEATHER FANTASY 


Very Beautiful Effect. Closely resembles 
Natural Heather. Made of Preserved Nat- 
ural Green Sprigs tipped in Assorted Pastel 
Colors. Assembled with Lustrous Light Green 
Two-toned Cloth Leaves. A Very Dainty 
Women’s Wear Display Unit. The Heather 
sprays measure 38 inches by 38 inches. All 
set up complete for use in Green Painted 
Heavy Wood Container 10 inches high by 18 
inches wide. 


A6503. 
Complete ........ $11.00 Each 


Heather Bush Only 8.00 Each 


— i 


WEEPING WILLOW POST 
DECORATION 


Leaves of Light Green Double-faced Lus- 
trous Cloth Shaded to Ocean Blue. As- 
sembled in gracefully drooping tufts set 
in Harmonizing Colored Wall Pocket made 
of Plywood. Diameter of Pocket, 12 inches. 
Spray is 44 inches overall with 34-inch 
spread. Depth, 20 inches. Very effective 
trim for post or background. 


A6502. Complete ..$8.00 Each 
Spray Only. 6.50 Each 





SCHACK ARTIFICIAL FLOWER COMPANY 
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feet. Any other size can be furnished. GIANT 
A6512 HYACINTH 
iat PLANT 
Complete unit. .$19.50 Each 
Blossoms and _ Leaves COCKATOO 
made of Opaque Lami- Beautiful bird cov- 
nated Cellophane. Leaves ered with real feath- 
RO es NBR om ripley algae a <n uae te ane 
: Whit balsam wood body. 
sarraalins oe Mounted on swing. 
Drop in color desired. Solidly set Body diameter, 6 
ORIENTAL in Green Fibre Tub. — ——. * 
: P ea o tail tip, 
and oe? FEATHER TREE Height oho i ga inches. Richly col- 
” ” ‘ a 5 Diameter, inches. e ored in blue, yellow 
0 Made of Fotcgonion Fecihers in Nile tub in 12. inches “high. ond ted: May De had 
Graceful Droop. Heavy Brown This is a full round unit, aa yon ve ge Paes 
Visit our Wrapped Stems. Assembled in Cut- very rich in appearance A6511 
out Masonite Hand Painted Stand. d actual’ ith 511. 
new Just the thing for Southern Wear ane can be AaG in either $15.00 Each 
. Window. Height, 78 inches. Spread, larger or smaller sizes. . 
display 30 inches. A651 1R. 
rooms A6509. Each A6504. Each Cockatoo in 
i on your Complete .......... $12.00 Complete . .$12.50 half relief 
; Tree Assembly Only 9.00 Plant Only. 10.50 $9.00 Each 
next trip 
to 
Chicago. 
RLS ARO AE ts Re 
f 
GIANT 
TULIP 
BOUQUET 








_ 319-327 West Van Buren Street, Chicago 


1940 SPRING CATALOG | 


BANANA TREE 


Hand built trunk. Nine large leaves 
and 72 petals realistically resembling 
natural green banana bunch on thick 
brown banana stem. Made of 3-ply 
crepe. Leaves are light green, trunk 
is brown. Securely anchored to ply- 
wood base covered with green grass 
matting. Can‘t be beat for southern 
wear trim. Height, 8 feet; spread, 4 





















Hand Striped Tulips in Mixed 
Pink, Lavender, Red and Yel- 





low, or may be had in solid NOVEL OSTRICH SPRAY 
Ml colors. Branched with Giant 
Light Green Leaves, all made A very soft and alluring effect made of 20 
of Triplex Crepe on Hand Genuine African Ostrich Plumes assembled on 
Z Wrapped Heavy Stems. Tulip Rayon Covered Wire. Nile Green in White Base. 
' Heads 5 inches across. Height Plumes or Base in any desired color. Height 
overall, 52 inches. Spread, 38 and spread, 54 inches by 54 inches. Ostrich 
inches. 18-inch Green Painted Plumes may be had singly at $5.00 per dozen. 
Plaster Vase. A Wonderful Base is 23 inches high, 13 inches wide. Made 
Value. of heavy plaster in Lustrous Pearl Finish. 
A6501. Complete .............. $9.60 Each A6506. Complete ...... $18.00 Each 
Bouquet Only .......... 6.00 Each Base Only ..... 8.00 Each ge 1 
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By Edward Henry Tackney 
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FIGURE Z 


More 
Display Bits to aid you in 


—Here they are! 


preparing your last-min- 
ute holiday sales helps— 








—Figure | can be used as 
a department entrance or 
gift-table arch; figures 2 
and 4 for directional cut- 
outs; figure 3 as a wall 
extender or show card dec- 
oration; figure 5 as a cut- 
out card holder or poster 
decoration; figure 6, when 
used as a left-and-right, is 
a natural for banner ends— 
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A NEW STAPLE PACKAGE! 


for Vest-Pocket Use 
GREATER CONVENIENCE--NO INCREASE IN PRICE! 





ANSEN ANNOUNCES a new Staple Package—a Vest- 

Pocket size which conveniently fits the vest pocket, for 
quick, portable use. Only 34” thick, 214” wide, 334” long, 
the Vest-Kit provides a ready supply of staples—as near as 
the vest pocket. 


PACKED 5 VEST-KITS PER BOX 
1000 Staples per Kit—5,000 per Box 
Hansen Vest-Kits are packed 5 per box. In each Vest-Kit 
are 8 strips of staples totaling 1,000. Five of these Vest-Kits 
are packed in one box—a total of 5,000 staples per box. This 
modern method of packing staples for easier, quicker, more 
portable use, is an added Hansen service! 


Fits Vest-Pocket--More Convenient 


Increased Economy—Less Waste 





bi d Display Men—Sign Men—Field Men—can now have al- 
Com Ine ways at hand a ready supply of staples—simply by helping 
. ; themselves from the Vest-Kit in their pocket. Merely grip the 

with KLING-TITE grooved portion of the Vest-Kit—pull out— and the gleaming 

for FASTER TACKING strips of staples are exposed. Result—increased economy— 


less waste! 
As an added convenience for the 


user, Hansen has provided the Vest- tt or 1 mme d 1 ate d é l 1 very 


Kit with its compactness and ready SSOSSeN SR eee Saye eee a eae eee 


portability. Used with the Kling-Tite USE COUPON! 





One-Hand Tacker, this Vest-Kit lends 
an even greater facility to this modern 

way of doing all kinds of display and a hws oy = co. 
sign work—better—faster—and with : Chic aoe pe 
greater economy and efficiency. ° Gite 











+ Please ship boxes of 5,000 Patents Pending! The Vest-Kit, 
s . an exclusive Hansen product, 
staples each, packed 5 Vest-Kits per box. is protected against infringe- 
ment. 
A.L. HANSEN MFG. CO. IR 
a s = a 
ADDRESS 


5041 Ravenswood Avenue CHICAGO, ILL CITY STATE 
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Display Studic Problems 


XV. ANIMATION 


By WILLIAM B. SCACE and JACK R. DeBACHER 
Display Motion Division, Speedway Mfg. Co., Cicero, Ill. 


There are a number of motions which can 
be obtained from a simple motor and which 
lend themselves readily to clever animated 
We have reference, of course, to 
final shaft speed is 


displays. 


reduced motors whose 


slow enough to be used for display pur- 
poses. This speed varies somewhat with the 
type of motion desired. For the simple 
rotary motion, a speed of from three to 
eight revolutions per minute, depending upon 
the size of the moving element, has been 


For the other motions 
described here, the most suitable speeds will 
fiiteen to twenty 
This depends largely upon the judgment of 


found most suitable. 


be from five revolutions. 
the displayman. 

Every motion display includes, of course, 
a movable display element and a fixed dis- 
The motor for animating the 
be mounted either in the base 
back of the fixed portion. The 
in most cases, preferable because 


play element. 
display can 
or on the 
latter 1s, 
it is desirable to have the power source as 
This 


of long connecting 


near the point of motion as_ possible. 
eliminates the necessity 
links and consequent loss of power. 
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In selecting a motor, it is well to con- 
sider one which can be mounted easily on 
the back of the fixed display element with 
the motor shaft extending through the dis- 
play. This also removes the need for special 
mounting brackets. 

Figure 1 standard mounting to 
obtain a simple rotary motion. The motor 
“A” is bolted to the back of the fixed display 
element “B,” using bolts “CC.” The motor 
shaft “D” extends through the display. A 
flange “E” is mounted on the motor shaft 
and secured in position by set screw “F.” 
The dise to be rotated is then 
bolted to the flange. 

Figure 2 is a front view of a 
rotary known as_ the 
Geneva motion. The motor “A” 
behind the fixed display and both shafts 
“B” and “F” extend through it. After the 
motor is mounted in position, the fitting “E” 
and the Geneva flange “C” are slipped into 
position over the corresponding shafts and 
secured with set The movable dis- 
play element is either glued or bolted to the 


shows a 


glued or 


modified 
four-stop 
is mounted 


motion 


screws. 


Geneva flange “C.” 
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Figure 3 shows a simple arm or oscillat 
ing motion, front view. The display ele- 
ment to be moved, arm “D,” is mounted on 
the motor “A.” Flange “B” is mounted on 
the motor shaft “C” and secured thereon 
with a set-screw. <A link “F” connects the 
flange with the moving arm. By changing 
the point of connection between the link and 
the arm, towards or away from pivot “FE,” 
the amount of motion can be varied. It 
must be remembered that the more the mo- 
tion, the more the power required. The 
motor and its assembly are then mounted on 
the back of the fixed display element and 
spaced far enough back from it to permit 
movement of the arm. Wooden blocks ot 
standard spacers can be used. 

Figure 4 shows a front view of the mech- 
anisms used to obtain a ship or horse mo 
tion. As in the other motions 
here, the motor “A” is mounted behind the 
fixed display element and the motor shait 
“C” is fitted with a flange “B.” A slotted 
arm “D” is connected to the flange at point 
“H.” The other end of the arm is positioned 
so that the slot slides on the fulcrum “E.” 
The movable display element is bolted to the 
arm “D” through the holes shown at either 
end. 

In figure 5 1s shown the mechanism used 
to obtain a oscillating 
The motion in one direction is rapid and the 
motion in the other direction is relatively 
slower. A slotted arm “C” is pivoted at “F” 
and connected to the flange “B” by means 
of slot “E” and fitting “J.” The flange is 
secured to the motor shaft by a_ set-screw 
The movable display element is attached to 
arm “C” at points “G”’ and “H.” 

Figure 6 shows the mechanism for obtain 
ing a reciprocal or up-and-down motion. 
The slotted arm “E” is secured to the motor 
A fitting “H” slides in the slot 
“C” by means of 


described 


two-speed motion 


as shown. 
and is connected to flange 
link “D.” The movable display element is 
attached to fitting “H” and the motor and 
assembly mounted behind the fixed portion 
of the display. 

In the selection of a motor, the following 
factors must be considered: kind of current 
to be used, alternating or direct; speed of 
motor; kind of mounting to be used; repute 
of the maker. 

Motion has a great vogue 
this season of the year, and these applica 
tions should come in especially handy just 
now. Crisp days bring us closer to that 
time when all display gets its face lifted and 
windows assume the sparkle and sheen that 
means Christmas. mer- 
chandise is moved—because the magic spirit 
of the holiday touch, 
a new ingenuity, to display. 

The eye-appeal of Christmas windows is, 
small to the animated 
displays that find their greatest use at that 

[Continued on page 43] 


very around 


Displays are seen 


season brings a new 


in no measure, due 
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DISPLAY MATERIAL 


Win-do-dec is a colorful corrugated paper 
that is used for window and interior store 
decorations. 


This display material is available in a variety 
of colors that makes it possible to blend with 
almost any color scheme already identified 
with a product. 

Send for color samples and price list. You 
will find Win-do-dec reasonable in cost, beau- 
tiful in appearance and highly successful in 
attention-drawing display value. 


MANUFACTURED BY 


SESSSSSSESSSSSSSSSSESSSSSSSESESSSSTESSSERESSESESE! 


Sa” THE AJAX BOX COMPANY 


2210 South Union Ave., Chicago, III]. 


Wiim-dlo dee 
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GIANT Style-Tested 
FAS H 


1 ON 


ILLUSTRATIONS 


FOR RESORT WEAR AND WINTER SPORTS WEAR 





Each of these original Fashion [Illustrations is HAND 
DRAWN and HAND PAINTED in FULL COLOR (not a 
photographic blowup) on colored NoSeam 9 FEET 
SQUARE .. . by fashion artists who are constantly 
creating original fashion illustrations for leading Fifth 
Avenue stores. 














WRITE FOR BOOKLET 


PEE Tr 
SQUARE 


IN FULL COLOR 


BLISS DISPLAY CORPORATION 


460 WEST 34th STREET 


NEW YORK CITY 
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Display Idec... 


By JAMES KILEY 
































—At left, designed for the effective showing of evening 
slippers. The skyscraper platforms are constructed of 
fir plywood. The multi-colored ''Scintillating Slippers’ 
were displayed on the “roof garden" tops of the build- 
ings. Background white, with blue cellophane fringe 
hung before it. Music scroll of white silk, with notes of 
blue, red, and green foil paper, cemented in place. 
Wall board cut-out letters, finished in silver flitter and 
suspended from the ceiling by thin wire. The cherub is 





a wall board cutout, his curls being made of strips of 
silver foil paper. Real feathers are glued to the wings. 





FOR THOSE The dancing figures are wall board cutouts finished with 
WHO DANCE INTO white silk and black velvet glued on to simulate clothing— 
THE WINTER.. ° . . 

& (A —Below are some effective last-minute Christmas deco- 


rations—cut from wall board or fir plywood and finished 
in gay seasonal colors— 
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GRENEKER 


A glamorous, larger figure created 


for Saks-Fifth Avenue, New York’ 


You are cordially invited to visit 


our showrooms at our new location 


250 West 54th Street 
New York City 


Greneker Manikins used by all Saks-Fifth Ave. stores 














HERE’S THE SOLUTION TO YOUR CHRISTMAS WINDOW DISPLAY PROBLEM 


“THE COLE SYNCHRONIZED DISPLAY TRACK” This unique display stops every passerby . . . compéls 
Two *‘0” gauge trains—any make—run simultaneously the interest of young and old. It will make your store 
on this endless spiral track in mystifying synchronization. the headquarters of Christmas toy buyers. 


USE ONE OF THESE 
TRACKS 


as a counter demon- 
strator, too. Occupies 
only 48 inches. Gives 
an instant, convincing 
demonstration of any 


“0” gauge train. It 
will triple your train 
and accessory — sales 


and will make your toy 
department the mecca 
of all youngsters. (The 
grown-up ones, too.) 


General Specifications 


posts ive maple with chrome effect. 
selected wood, oil-dyed beaver brown 
rolled steel in continuous lengths. 
—no trouble. Length of trackage about 50 feet. 
chronized control built into the 
proot! Speed control by transformer and by rheostat built into the 


2600 CORRALITAS DRIVE - - - LOS ANGELES 


DICK COLE 





aluminum trim. 
Cross-ties (nearly 500 used) by ordinary train transtormer. 


No joins—no loose connections 


plays were used 


bought by model 
road enthusiasts 


sales slips. All 


mas business 





i a ok ae? 


ACTUALLY COSTS 
YOU NOTHING! 


Over 100 of these dis 


in 


California last season, 
and in most cases were 
rail 


for 


post-Christmas  deliv- 
ery Some merchants 
raffled their display 
track on Christmas 
eve through medium of 


re 


ported bumper Christ- 


Upright structure. Trains rest while coasting—no overheating. Operated 
Rails special polished cold- PRICE—One only Cole “0” gauge display track with built-in 
rheostat and synchronized control, F. O. B. Los Angeles 
Foolproof, syn- $65.00. Shipping weight 70 lbs. 
Absolutely trouble- TERMS—$15.00 with order, balance C. O. D. Order directly from 


this ad in complete confidence. You will be satisfied. 
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Here and Ihere 


that the 
group 
below has little, if any, bearing on modern 
display. On the contrary, it marks a dis- 


in Old World display, 


At first glance it would 


photograph at the upper left of the 


seem 


tinct display trend 


that is. The photograph is of the exterior 
of Heal’s, the well-known store in Totten 
ham Court Road, London. The description 


which accompanied the picture calls atten- 
“hoarding” which pro- 
The 
green tones to blend 


tion to the decorated 
tects the 
is in cream, blue, and 


display windows. coloring 


with the colors of the tacade. Removable 
panels protect the corner window at night 
or in the event of air raids, relative to 
DISPLAY WORLD’s correspondent 
in London fortunately 
Hinged 


quickly im an 


which 


adds: “which have 


not happened solar.” doors, 


whi h can be closed emer;nr- 


protect the long non-reflecting win 


vency, 
dows of the colonnade 


\ close 


corner of the photograph reveals a stack ot 


examination of the lower right 





sand-bags, with the sign immediately above 
indicating the nearest air raid shelter. 

The next picture is of a street scene from 
another part of the world—Adelaide, South 
\ustralia, as forwarded by the display direc- 
tor for John Martin & Co., Ltd. The tradi- 
tional pine trees, snow, and icicles are pres- 
ent in goodly quantities—although confined 
to the floats. Note the light “summer” ap- 
parel which seems strangely incongruous in 
connection with the The 
float depicts Santa Claus and his reindeer 


holiday season. 
poised over a Cluster of house-tops. 
The illustration at the lower left is of a 
display by Jose Crego, display director, La 
The 


treatment on 


Havana, Cuba. 


bold 


Furique Lopez, general manager of 


Kmperatriz, opera 


“foyer” is done in wall 
board. 
la Emperatriz, points out in his letter ac- 
photograph that 


“this house is regarded as the leading firm 


companying the display 


in the trade, which fame has been secured 


through fifty vears of business success dur- 





ing which we have made apparel for the 
most distinguished members of the high life 
in Havana as well as for the American col 
ony residing in Cuba. As our fiftieth anni 
versary will take place in the first months 
of the coming year, we are contemplating 
whether it would be useful to us that Jose 
Crego, our display director, took a trip 
through the United States so that he might 
bring new ideas on propaganda to be ap 
plied on the occasion of our fiftieth anni 
versary. If so, may sure that 
one of his first calls would be to the direc 
tion of DISPLAY WORLD.” 

Another example of the increasing use ot 
plastics in display is seen in the photograph 
of an angel of “Lumarith,” a product of 
Celluloid Corporation, New York City. This 
Bliss Display 
light 

seems to float 
what Christmas 


you rest 


particular unit was made by 
Corporation and is described as “so 
that 

our 


and elusive she really 


which 1s idea of 


angels should do.” 
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Display Figures In Charges 
Against National Advertisers 

The Federal Trade Commission has _ pre- 
ierred charges against five tobacco manu- 
facturers, alleging that the respondents 
made payment to certain preferred retailers 
for window and counter display space with- 
out making the same arrangement available 
to other dealers, thus constituting an in- 
fraction of the Robinson-Patman act. The 
companies so charged are R. J. Reynolds 
Tobacco Company, Winston-Salem, N. C.; 
Philip Morris & Co., New York City; P. 
Lorillard Company, New York City; Brown 
& Williamson Tobacco Corporation, Louis- 
ville, and Larus & Bro. Company, Richmond. 

The FTC claims that chain stores and 
some other retailers received compensation 
from the companies for services and facili- 
ties such as counter and window displays. 
The replies to the charges have not been 
made as this is written. 


Zeahlor Stages Demonstration 
For Cleveland Club 

The October meeting of the Cleveland Dis- 
play Club was held at the Carter hotel. To 
lead off the organization’s series of edu- 
cational sessions, Jack Zeahlor, The Fries 
& Schuele Company, gave an excellent talk 
on the use of screen process in display. He 
also gave a practical demonstration of proc- 
essing to illustrate the points brought out 
in the address. Zeahlor was assisted by 
Miss Dorothy Lynch, Dorothy Lynch 
Studios, and Leo Gomez, Taylor's. 


Modern Plastics Issues 
Catalogue And Directory 

The October issue of Modern Plastics, 
Chanin building, New York City, contains 
a most comprehensive catalogue and direc- 
tory on plastics. Although aimed primarily 
at that particular industry, and highly tech- 
nical in nature, the increasing use of plas- 
tics in display makes the issue of interest 
to this field. 


Falling Snow Effect 
System Devised 

A highly effective simulation of talling 
snow was used recently on the Broadway 
front of R. H. Macy & Co., New York City. 
The snow effect was projected from special 
equipment developed by  bdisplay Stage 
Lighting Company, 617 Tenth avenue, of the 


same city. 


New Location 
For Nilsen 

The Margit Nilsen Studios announces the 
firm’s removal to new premises at 71 Fifth 
avenue, New York City. The company 
specializes in point-of-sale promotional ideas 
and displays, and the manufacture of minia- 
ture mannequins and trade mark figures in 
rubber. S. G. Gomez is manager. 


Birds And Animals 
For Display 

Mounted birds and animals for display 
purposes are now available to the field 
through Schoepfers Taxidermy Studio, 1200 


Broadway, New York City. 
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THE IDEAL SETTING FOR GIFT DISPLAYS 


—All Over Size: 60 inches high, 78 inches wide. 
—Especially designed to stimulate sales of 


Christmas Gift Merchandise. 
e e 


S39 SANTA CUT OUT 


All Over Size: 
46 inches high, 37 inches wide 


The large Santa figure may be 
purchased separately—Use it for 
effective spot displays throughout 
the store interior. 











WRITE FOR 
OUR XMAS 
CATALOG 





SEE THE REYBURN LINE AT 
YOUR SERVICE WHOLESALERS 











THE REYBURN MANUFACTURING CO., INC., DISPLAY DIVISION 
FACTORY: PHILADELPHIA SHOWROOMS: NEW YORK-—CHICAGO 














_ 7 aw 2 
Tins 


ee, 


We take pleasure in announcing that we are now at our new location at: 


24 WEST 40th STREET, NEW YORK CITY 
Since 1852 the name 'PALMENBERG" has been synonymous with 
Display Equipment for both window and interior decoration and we 
trust we may continue serving you as in the past. 

Call, phone or write and we will gladly co-operate with you in solving 
any of your display advertising problems. 
Telephone T. C. PALMENBERG 
Pennsylvania 6-2600 N. S. LANG 
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—Elegance and long life mark 
the handsome new counter unit 
featuring |. Miller hosiery. The 
metal scroll is sprayed with dull 
gold lacquer. Interchangeable 
photographs are held by four 
white metal stars. Designed and 
made by Kay Displays, Inc., 
New York City— 


—The blithe little football fan 
is Monsieur Dubonnet, who sym- 
bolizes the French apertif of the 
same name; Schenley Import 
Corporation distributes Dubon- 
net in the United States— 


—The eyes and finger of the 
garage attendant seem to fol- 
low the spectator in this display 
unit for Weed chains, made by 
American Chain Division of 
American Chain & Cable Com- 
pany, Bridgeport, Conn. A. J. 
Griffin has charge of sales 


promotion— 


—This "jumble" display for Sun- 
kist oranges takes the form of 
a glass and is used as a floor 
stand. Thirty-one inches high, 
it holds several dozen oranges. 
Lithographed in full color by 
The Forbes Lithograph Com- 
pany, Boston— 


—This rustic fireplace and the 
dozens of cans of Pabst ''Keg- 
lined" will catch the eye of 
every masculine visitor to the 
exhibit. Designed and built by 
A. L. Moragne, Nashville, Tenn. 


—Motion is used excellently for 
the Eveready flashlight battery 
display piece. The hand is kept 
in constant side-to-side motion 
to underline the word ‘'Fresh.’’ 
Created by Forbes, in collabo- 
ration with the National Carbon 
Company, Inc., New York City, 
and lithographed in full color— 
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Sharp Price Reduction 
On New Fluorescent Paints 

The Flame-Glo Company, Inc., Willow 
avenue at 135th street, New York City, has 


announced a line of fluorescent paints for 


the display field which are said to be ap- 
proximately one-sixth the former price. De- 
signed for use with ultra-violet light, or 
“black light,” the colors are applied with a 
soft bristle brush or by spraying and dry 
within an hour. The Flame-Glo colors 
change under ultra-violet light to vivid 
shades different from their normal appear- 
ance under ordinary light. Some take on a 
fiery brilliance; one which appears white 
under incandescent lamps becomes a striking 
blue under ultra-violet, and in the same 
manner a creamy shade becomes green. The 
exact effects are predetermined by the 
shades selected. The colors contain neither 
phosphorous nor radium and are harmless, 
as is the ultra-violet IHght with which they 
are used. Complete information can be ob 
tained by writing direct to Flame-Glo. 
Zahn Gives Demonstration 
At Kansas City Meeting 

Bert Zahn, sales manager, Graphic Arts 
Division, Sherwin-Williams Company, Cleve 
land, gave a practical demonstration of silk 
screen process in display at the S-W store, 
1520 Grand avenue, Kansas City, Mo., the 
evening of November 14. The entire store 
was converted into an auditorium for the 
occasion, with seating provisions for ap- 
proximately 300. Zahn included the pres- 
entation of the newest developments in. silk 
screening and compared the results with old- 
time samples. The firm had a large assort 
ment of sign and art materials of all types 
on display. C. H. Bathurst is retail man 
ager of the Kansas City store. 


Display Suggestion Service 
Inaugurated By Arrow 

Cluett, Peabody & Co., Troy, N. Y., re 
cently released the first issue of the “Ar 
row Display Suggestion bulletin,’ a 12 
page folder showing practical ideas and 
modern treatments for the display of Ar 
row merchandise. Designed by W. L. Stens 
gaard & Associates, Inc., 346 Justine avenue, 
Chicago, in collaboration with G. A. Phillips, 
advertising manager, Cluett, Peabody & Co., 
the folder shows sketches of nearly twenty 
displays for easy constructionein the retail 
store. The bulletin will be sent to Arrow 
dealers every three months. 


United Drug Company 
Appoints Fero 

G. G. Fero has been named display 
manager of the United Drug Company, Bos- 
ton. He had been displayman and regional 
display manager in Connecticut and western 
Massachusetts for Liggett Drug Company, 
Inc. and aside from these former duties 
had been designer of window displays for 
the Rexall drug stores affiliated with United 
Drug Company. 


Greneker Studios 
In New Location 

Greneker Studios, New York City, is now 
in much larger quarters at 250 West 54th 
Street. 
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YOU CAN MULTIPLY 
JEWELRY SALES 


WITH ~ ae 


—Faisy NECKWEAR = ?oems 


Jewelry—ves and neckwear—sales grow by leaps and bounds 
under the influence of these striking neckwear forms. 


The illustrations show how cold, lifeless pendants, necklaces and 
chains become living, warm, appealing and necessary decorative 
accessories—in the same store and the same showecase—when pre 
sented with Fairy NecKWEAR lorms. This is the ditference in 
sales appeal that means bigger and better profits. 


These lightweight, resilient, durable, washable forms can be 
used season after season. The colors are lasting because they 
are part of the material itself. The surprisingly moderate 
price permits even the smallest shop 
or department to have a supply for 





Fairy Neckwear Forms have Counters, display cases and display 
ee ee windows. Available in standard 

re niercha eanle ‘ / § ev : : 

m attachments for standard — Black and Flesh colors and in Satin 

lispia hixtures fhe phat , ° ° ‘ ‘ 

rg tag eR ge White, Satin Pink, Velvet) Black 

re eer eer ee ge and Glamour-Gilo. 

ustable to any positior fron 

’ , r tev f 


above eye level. SHOE FORM CO. Inc. AUBURN. N. Y. 


. SHOE FORM CO. Inc., Auburn, N. Y. Dept. DW-11 
Gentlemen: Please send complete information regard 
ing the new Fairy Neck Wear Form 


street 





City state 


1 
+ 
a 
| 
t 
L) 
7 
; lirm 
i 
i 
a 
1 
t 
| 
y 


Our display 10) 





36 


Title Registe 


ORD AND SHOW WINDOW 


MERCHANTS R 
Issued on the Fifteenth Ever ake 
THE DISPLAY PU IMPANY 


nth by 


H. C. MENEFEE, President 
SILVERBLATT.. Se 
KASH. Edit 


HAN 





OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute 
Columns. 


of Our Editorial 


independence 


VOL. XXXV_ NOVEMBER, 1939 No.5 


Increasing Interest 
In Display 

In reporting on the fact that store pub- 
licity first half 


of 1939, as sales rose, one significant point 


costs decreased during the 


is brought out by the Sales Promotion divis 

ion of the National Retail Dry Goods As 

sociation, New York City 
Quoting from the summary: “In display, 


the general tendency for stores to spend 
more in this field, as noted in the annual 
study of the 1938 publicity ex- 


pense, continued. 


Division of 
As before, smaller stores 
were the most ardent devotees of this trend.” 


This clearly indicates that the trend 
toward more thoughtful and more ample 
display budgets, which set in a few years 


The tact that smaller 
stores are embracing the movement is dis- 
encouraging. numer- 


smaller stores might 


back, is continuing. 


Just as the 
be considered the 


tinctly 
ous 
backbone of retailing, so might they be con 
sidered the backbone of display. Many of 
realized that 
display is worth investing in to an adequate 
and most of the with annual 
away up in the millions 


the larger stores long 


ago 
extent, firms 
have 
Now 


suit, as 


gross sales 


doing a splendid display job. 


smaller 


been 
that 
indicated in this report, display 


stores are following 


may really 


be considered as having advanced anothet 


notch. The average proportion between gen 
eral advertising budgets and those for dis 
is still not as it should be, but display 
Within the 


vears we should see the percentage for dis 


play 
is making itself felt. next few 
play stepped up still further, as increasing 
attention is brought to bear on this medium. 

The NRDGA report continues: “A gener- 
ally in department 
store publicity expense in relation to sales 
during the first half of 1939 is shown in the 
semi-annual analysis of publicity costs just 


downward movement 


issued by the Sales Promotion division. The 
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lower expense figures during the period are 
largely a reflection of improved sales volume 
in early 1939 as compared with the previous 
year, according to Alan A. Wells, manager 
of the Sales Promotion division. 

“The reduction in total publicity expense 
most evident 
Stores 


as compared to sales was 
among smaller stores, it was noted. 
with volume under a half million showed a 
drop in total publicity costs in relation to 
sales from 4.4 to 4.35 per cent; stores with 
sales from $500,000 to a million, from 4.92 
to 4.85 per cent; those with one to two mil- 
lion volume, from 4.71 to 4.59 per cent; two 
to five million, from 5.6 to 5.42 per cent; 
five to ten million, 5.47 to 5.43 per cent; over 
twenty million, from 5.51 to 5.48 per cent. 
The ten to twenty million group was the 
exception, showing an increase in total pub- 
licity expense from 5.62 to 5.77 per cent. 
“Newspaper costs in relation to sales fol- 
lowed the general trend of publicity expense 
downward, indicating from one angle that 
there was little change in the actual dollar 
allotments for newspaper space as against a 
vear ago. Of all the classifications of ex- 
pense, direct mail costs were most conspicu- 
ously lower.” 


Fifth Avenue Association 
To Be Commended 


The action of the Fifth Avenue Associa- 
tion, New York City, to relax the restric- 
tions on the use of motion in displays of 
member stores is to be praised. Instead of 
flatly the use of display motion 


in any 


forbidding 
famous establishments 
internationally known thorough- 
fare, the association has announced that in 
future any motion effects that are “artistic” 


form for the 
along the 


and “attractive” will receive the approval 
of the organization. To turther this idea, 
a special department for display has been 


set up by the group, under the supervision 
of Miss Jean McLaren, to which all ques- 
tions involving good taste in display will be 
submitted. 

This is the logical way to handle the sit 
uation. It may be remembered that an ed1- 
DISPLAY WORLD a 


ban by the 


torial in year or so 
Fifth 
display 


commented on. the 


ago 


\venue Association on motion in 
and suggested that, as long as such displays 
did not 


good taste, it was silly to lose the additional 


clash with accepted standards of 
drawing power such presentations undoubt 
edly have. 

We are 


ter Hoving, 


in complete agreement with Wal 
president of the group, and also 
president of Lord & Taylor, when he says: 

. the advance made in the art of window 
display technique in the last few years has 
resulted in utilizing motion in such 
as to achieve extremely artistic and attrac- 
Window this 


Way are not necessarily 


Ways 


tive effects displays using 
technique in such a 
harmful to Fifth avenue if they 


controlled.” 


are properly 


Stites Portrait Company 
Enters Blow-up Field 
George A. Stites, Stites Portrait Company, 
Shelbyville, Ind., announced the 
entry of his firm into the display 
Established in 


has recent 
photo- 
1899, 


the company is featuring price and service. 


graphic blow-up field. 
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Howard Harter Joins 
Ace Paper Company 


Formerly assistant display manager and 
designer for Coy, Disbrow & Co., Howard 
Harter has resigned this position to join 
the staff of the Ace Paper Company, Inc., 
426 West Broadway, New York City. He 
will have charge of the sales division. The 
firm specializes in non-inflammable “Velve 
lur” and seamless background papers. New 
items and developments are being planned 
and will be announced in DISPLAY 
WORLD. 


New Location 
For Hartwig 

Attractive literature announces the re 
moval of Hartwig Studios, Inc., Milwaukee 
into the firm’s new building at 1105 North 


Fourth street. The move brings together 
the studios and spacious warehouse facil 
ities. 


Edward J. Stefan, well-known in the dis 
play field, is a member of the Hartwig staff 
The firm produces displays in all forms- 
“from a show card to a complete exposition.” 


Chicago Firm Announces 


Holiday Card Stock 


In preparation for the demand for holiday 
cardboards that 
cially designed for the approaching holiday 
season, the Chicago Cardboard Company, 
656 Washington boulevard, Chicago, has 
seen to it that the firm’s dealers are amply 
stocked with “Crescent” Christmas board, 
with a star pattern. Four colors—red, white, 
blue, and with back- 
ground stars of various sizes in contrasting 


are easy to use and espe 


green—are available, 


colors. 


Chicago Club Meets 
At Fixture Plant 


The regular monthly meeting of the Chi- 
cago Display Club was held Monday night, 
November 6, at the Reflector Hardware 
Company, 2245 South Western avenue. At 
rangements for refreshments and a tour ot 
the plant to see display fixtures go through 
the various manufacturing 
made by A. J. Holterman, 
the club, and advertising manager of the 
fixture firm. Carl Haecker, Montgomery 
Ward & Co., served as chairman for the 


occasion. 


New Color Wheel 


processes were 


ex-secretary of! 


Introduced 

Great Central Display Fixtures, 642 Main 
street, Cincinnati, has brought out a new 
color wheel known as the “Lumiscope.” The 


construction of the machine permits the use 
of gelatine The cabinet contains 
everything necessary for operation. Descrip 
tive literature is available from the address 


sheets. 


above. 


New Duties For 
Margaret Macy 

Margaret Macy, who for the past two and 
a half vears has been in charge of display 
for Bergdorf-Goodman in addition to het 
duties as advertising manager, 
given the task of publicity director as well 
The move will coordinate the three depart 
ments for the New York City store 


has been 
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1940 Convention 
- Goes To Detroit Your Opportunity to Slash Display Costs--- 


rd 

i By JOHN L. KING PHOTO ENLARGEMENTS 

‘i ee ee een Beautiful Retail and Industrial Art Displays any size, 11x14 inches to 

‘ The 1940 convention of the International 6x20 feet. Hand-colored, black and white or sepia, mounted on heavy 

ay \ssociation of Display Men will be held at beaver board. 

e the Hotel Statler, Detroit, June 23-27. This i 

: decision, which must be ratified by the board Why pay fancy prices for blowups when one of America’s oldest 

of directors of the association, was made in commercial art firms offers you lowest prices with guaranteed quality 
a conference between President Joseph Mc- work and fast service? Volume, modern efficiency and 40 years in 
Cann, Detroit Display Club officers, repre- the business make possible prices as low as half what some firms 
sentatives of the hotel, and the writer dur- charge. 
ing the week-end beginning November 4. 

s Tentative reports from all points of the com- Write today for price list and send your small photo for our 

ss pass indicate the largest attendance in the SENSATIONAL PRE-HOLIDAY OFFER— 


history of the I. A. D. M. Complete details 


“ag of convention plans will be announced from 28x42-Inch BLOWUP, Mounted and Colored, For Only $2. 


time to time. 
; ‘ This special price-smashing offer expires December 1, so act now and learn 
In the meantime, the drive for I. A. D. M. 


1S : pre that here is your and America’s art headquarters with quality at a price. 
fi members goes on, with promising results 
- from many territories. Get behind this very = - = 
a? worth-while task; every member you bring STITES PORTRAIT COMPANY 
into the fold is just one more step toward SHELBYVILLE, INDIANA 
the really strong organization that the I. A “QUALITY ART SINCE 1899” 


1D). M. can be, and will be sooner or later. 























Thoughts at random: Display is so young, 

















ee and there is so much room for it to advance. + 
ee No yardstick for measurement of display re- y} nimate 
~ sults has been found, but I believe that we \ Z, 
ee are daily getting closer to the goal in many = ian) % eorth 
a ways. Recently Joe McCann installed a mil- =S a= 
ae linery window that identified each hat with 4, —w 
ry a number on a small card at the base of each \ Ms F 
ay stand. The response was terrific. Customers 
“a requested hats by number and the buyer 
a knew that the display, alone, was clocking * / 
up the sales. This is one small method by otion.: 
which test displays can be measured, and it 
is following through on the formula: “Iden- : . ‘ 
tify the merchandise on display!” Make For Display Animation 
hi- your displays stand out from newspaper ad- SpeedWay Presents: 
ht, vertising, so the firm can tell the starting @eThe MOTIONEER 
ire point of the sales... —lowest priced electric pendulum unit. 
a \nother thought: Study display, then put eFLEA POWER MOTORS 
ol your thoughts into writing and send it in —any size, any speed. any current. 
é" to the national office as a donation to dis- eSPEEDWAY TURNTABLES 
seh play progress to be presented or edited for oO present smait —a complete line from 5 to 568 Ibs. capacity. 
of bli : r A. D. M feat any speed, any current. 
publication as an I. A. D. M. feature... e: 
the a“ nN : mechan tise on poot% @EXPERT TECHNICAL SERVICE 
wy So many men ask “what will I get out of —FREE motion mechanism designing service. 
~~ the I. A. D. M.?” Just a few years ago the di [ . lik the 
bookkeeper was a routine office job holder isplayeis ts lithe MOTIONEER 
in the retail business. Today he is the con- ° | 
troller. You get out of the I. A. D. M. just putting peails on 








as much as you put into it. Any man who 
identifies himself with the accepted authori- 


? 
a sow s ea%, 





ain : i : 

a ties on display that are found in the I. A. 

he 1). M. elevates himself in so doing. Any CATA SS NG CO SENT ON REQUEST 

ne man who wins one of the 150 prizes awarded 

. in the I. A. D. M. contest boosts his personal - 

ins \. I ss costs nis persona Write for new Catalog showing the complete 
ip stock plenty. Any man who receives a cer- line from the “Headquarters for Motion.” 


Display Motion Division 


SpeedWay Manufacturing Co. 
1839 S. 52nd AVE. CICERO, ILLINOIS 


tificate of proficiency from the I. A. D. M. 
doesn’t need to believe that it came out of 
a mill, because these are not awarded to men 
vho are not worthy of them... 

















Many displaymen expect a bulletin service 


vith their membership, but with DISPLAY Bi d A H 
ind ' 5; irads an nimais 
” WORLD working with the I. A. D. M. there “Serving the Display Profession” mee 


no immediate reason for publishing a 


1e1 idles... Distinctive Display Equipment and Novelties Window Displays 








en 

ell Many things are possible with an_ in- N A T SS | Ee G Ee L Also Glass Eyes for Manikins, Animals and Birds 
re- > > rs : * - - ’ olf . . 

rt oe ee |e New York City Schoepfer Taxidermy Studio 
ee rs Se en ee ee ee ee Bet. 5th and 6th Ave. Phone Wi 7-8485 1200 Broadway at 29th St. New York City 


hay your dues? 
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THE RED-HEADED STEPCHILD 
OF NATIONAL ADVERTISING 


[Continued from page 5] 


sO apparently willing to pay heavy sums 
along ‘cooperative’ lines.” 
Krom a tobacco firm: “Today, if you wish 


a good location you are 


to use a window 11 
forced to pay tor its use 


rom a toilet preparation firm: “There is 


also the competition of the cigarettes and 


some few others who are willing to pay 
through the nose for exclusive window dis 


plays 


From a pharmaceutical firm: “Today each 
space for 
That, ot 


window 


retailet . is using his window 


his own promotional activity. 


course, puts a price premium on 


space and national advertisers often feel 


that the premium demanded is not worth the 
return = point-olf-purchase advertising can 
their 


specialize in. the 


bring tor unless 


they 


product, 
distribution of strictly 


particulat 


impulse items.” 


Krom a pharmaceutical firm good 


locations are very hard to get unless dealers 


either in merchandise 
cost to the 


makes the 


are paid for the 
\dding 
and installation costs 
prohibitive. lh 


Space 


or cash this material 
sometimes 


our own 


individual display 


case, we don't have a policy of paying fot 


windows in either tree goods or cash and 


must necessarily pass up some of the better 


loc ations sad 


Display Waste 


Voted next in importance was the ever 
present problem ot display waste 

From a distilling firm: “Waste has been 
appalling.” 

Krom a pharmaceutical firm: “A great 
many national advertisers have been aware 


of the great amount of waste in) window 


display material. It isn’t uncommon to find 
a druggist or grocery store with numerous 
window displays stored in the back room ot 


down in the basement, some of which have 


not even been opened.” 
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From a packing firm: is the fashion 
in which valuable display material has been 
kicked around by many retailers, together 
with the amazing ingenuity 
the retailer in using display 


purposes other than those for which it was 


displayed by 
material for 


intended.” 

firm: “The competition 
for the display of such material at the deal- 
There- 


From a_ brewing 


ers premises is becoming greater. 


fore, the waste has undoubtedly reached a 


point where many national advertisers feel 
they cannot supervise the situation.” 

From an appliance firm: “Dealers receive 
so many free window displays that they fail 
to place much intrinsic value on them. <A 
window display on which a dealer is thor 
oughly sold, specifically 
and for which he pays a small sum, tor the 
until it is worn out.” 
From an appliance firm: “When a manu 


such a trend as that 


which he orders, 
most part is used 


facturer has to ‘buck’ 
their own displays) 


(making up and using 
his display material that is wasted tends 
to become very great and, of course, when 


that condition arises it is obvious and only 
natural that he down and cut 
out this sort of waste and spend his adver- 


should cut 


tising and promotional money in more luc- 
rative channels.” 

From a milling firm: “Manufacturers have 
spoiled dealers by offering too much mate 
sidetracked 


rial—a large part of which was 

to the dealer's storeroom and never used.” 
From a tobacco firm: “Unless you are 

willing to hire a display agency in each 


town where vou wish displays made, they 
will never go beyond the distributor’s store 
room, We therefore, discontinued to 
a very large extent all window display cam- 


have, 


paigns.” 

Installation Services 

services 
ranked fourth 
among the reasons for giving up or cutting 


Display installation 


considerable criticism and 


down on display campaigns. 





—Two recent displays used by Saks-Fifth Avenue, New York City, Sidney Ring, display director. 
The "Ladies of the Evening" figures are by Greneker Studios— 


came in for 
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From a distilling firm: “We = climinated 
window display campaigns, as such, three 
years ago. Perhaps we did not know how 
about getting displays installed the 
wanted them. Perhaps the displays 

type the 
remained, 


to go 
way we 
selected were not of a dealers 
cared about. The fact 
that in spite of spending considerable money 


however, 


to get attractive displays and in spite of 
our sending instructions, togethe1 
with photographs showing how we wanted 
the displays installed, we found we were 
unable to get them put in the way we wanted 


specific 


them. 

“In one large city in the Middle West, we 
made arrangements six weeks in advance, 
asking the display service whether with this 
much notice they could get us the windows 
we desired and put them in at one time ac- 
cording to specifications furnished. They 
said they could. In order to make doubly 
sure that they were put in right, we gave a 
Friday before the installations 
were to be installed. Perhaps this is. the 
only time in the history of advertising that 
an advertiser has ever given a dinner for 
window display installation men. We did, 
however, in order to see that nothing would 
Great promises were made 


dinner the 


be overlooked. 
as to what would be done, and then the great 
week came. The installations 
ratic and so bad that we refused to pay the 
bill. Since that time we have practically 
eliminated all window displays except solid 
stores that appre 


were so er- 


merchandise windows in 
ciate display. 

“We eliminated window campaigns, there 
display services’ in 
wanted when we 


fore, 
ability to deliver what we 
wanted it. Their work in 
careless, too hurriedly done, and there was 
disregard for the proper selling to 
display stayed put for the 
Until display services can 


because of the 


many Cases was 
also a 
see that the 
specified period. 
deliver what we 
general display campaigns.” 

From a_ toilet 
our own experience and from that of sev 
eral other advertisers with whom I am ac 
quainted, the decided jump in the cost of 
installation can certainly be rated as on 
ot the prime factors in the decreased use of 
displays. Within the last few 
lation costs have risen to a point where we 
are seriously considering eliminating in 
stallations altogether. We feel that the 
charges for this are altogether out 
of proportion to the service performed in 
the vast majority of And, cet 
tainly, after spending large sums of money 
displays, having to 
destination, 


order, we will refrain from 


preparation firm: “From 


years instal 


sery ice 
instances 
for attractive window 


freight them to the 
serious question whether a display that lasts 


there 1s 


for ten days to two weeks, at the maximum, 
n installation 
and $2.75 in some 
final analysis that 


Warrants < 


$2.50 


in a drug window N 
charge of $2 to . 
means in the 


showing of ten 


cases. It 
the average window days 
costs a manufacturer from $3.50 to $5, de 
pending on the cost of his trim. Figuring 
this on a strict return basis in actual sales, 
it is difficult to justify an investment of four 
or five dollars in a drug store window where 
the store at most may sell two or three dol 
lars of the manufacturer's goods in a yeat 

“Needless to say, the installation 
is the greatest single factor in this situation 
that the installers are 


cost ot 


It is my _ feeling 











= crippling their own business by pushing 
: their prices up to such levels.” x 


as From a soft drink firm: “As you realize, ¥ * * x 


there are several competing national syndi- 





he +. . 
wns cates. Taking the country as a whole, gen- x > a. ¢ 
ae erally one syndicate is as good as another 
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as far as local companies they control. The * 


main point is that when a syndicate can not 


i secure a top-notch local company, they need * * al 2 a t e Hl ad S 

















. - - - 

ss to take what is left or stay out of that par- e), 2 * 

ticular field. Often, too, the company the Yast, : 
ed ‘ee : . : P ; Dé as F AA Uneetinga a * Cc H R I a T M AS 
re syndicate secures has entree in stores of a * % * a 
- certain class of dealers in other words, one x + a ae 

local company might embrace the grocery G Li E EK T ‘ N G Ss 
- field, another might be stronger in tobacco a) 
e and candy stores or liquor outlets. ita On 86,000 feet of 
w manufacturer's product is not compatible 
wi with the type of distribution that can be & * 
. secured through a syndicate member, diffi- 
ie culty will arise in securing the proper type 
1h ot locations, since the decorator is stronger 


a in fields of other products. 4 
wa “Generally, too, difficulty arises in getting MM K 5 A L L | | C B ap A R ID 
; - 4 





he local companies to follow design specifica- 
at tions and colors. Unless a window is prop- converted for them by Poster Products of Chicago 
my erly designed by the manufacturer and this 
*S1 -arrie 1 is stere > ) e Southern Importers & Exporters, Houston, Texas 
a design carried out, it 1 tereotyped, not 4 ¥ t t ax = . po } Pp s, 
i P , , . es | : pond ) ) Superior Textile & Display Co., Cleveland, Ohio 
Id what Was exper ted, nor will it produce com- ex uri ¢ Mutual Sales Co., ‘ho = gy, ghee 
de pensating effect on consumer and sales. METALLICS, PLASTICS and Display Paper Products Co., Chicago, II! 
“ ei eae eo , a ee eS ra v Earl W. Gasthoff Co., Danville, Ill 
‘at Another evil if an advertiser contracts BOARDS will be used in thous- General Display Corp., Cincinnati, Ohi: 
o with a syndicate to do the work or if he ands of stores this Christmas be- Display Creations, Inc., Detroit, Mict 
. . * _ . ‘ ] 
he contracts with a local company—is that he cause of their original, novel and — Jones, Chicago, Ill ; 
; ad ibe é ° ert A. Landers, Inc., Los Angeles, Calit 
he places himself in the hands of a trade whose practical adaptabilities. New England Dec. Supply Co., Boston, Mass 
his wee a: ; ~ en The Arrow Decorating & Fixture Co., Philadelphia, Pa 
id —— “ ~ rei eer high grade. “— a de Modern Displays, Washington, 1. ( 
-e approach to a dealer 1s often instrumental in t q xX t t e Samuel C. Dutch & Son, Butfalo, N. \ 
creating ill will rather than the good will - | r 4 ; « cha ag ‘ena Gan" nag” J. Pa 
- that should be effected through an advertis- DISPLAY PRODU CTS Advance Displays, Inc., Philadelphia, Pa 
ee ee sty. 2 - installati in ¢ are recognized by America’s lead- The Display Center, Philadelphia, Pa 
“ ing effort such as window in tallation in a anh vl Y “ p Lewis Display Materials Co., New York, N. ° 
ae dealer's store. The decorating company is rs ae isplay men as the tops in the Midwest Display Equipment Co., St. Louis. Mo 
7 ; rae aa aie ield. Becker Sign Supply Company, Baltimore, Md 
a6 tar removed (no matter how ‘ aretully plan Samesh © Dats Bb See. Miami. Fla 
- are laid) from the advertiser’s policies, and ‘ e * Forsythe Display Service, [.ouisville, Ky 
t no matter how sincere the controlling com- t @ X t uri t q ag ag > oe Pex Sg. 
QO ‘ ms ancouvet ; inada 
; pany, such as the syndicate, 1s to protect Sherwin-Williams Co., New Orleans, La 
. the manufacturer's best interests—super- DISPLAY MATERIALS Multi Products Co., Montreal, Canada 
an see : ft aa ih alee sania alii are featured throughout the country a E. Hier ae — Co., Minneapolis 
vision 18 Often lacking al ec Fes » OTe . : . tmann’s, ()maha ¢ 
m 
as expected, is bad.” by = leading display material dea! Bert A. Landers, Inc., Seattle, Was! 
= ’ : E era ers listed here for your convenience. Walter W. Martin, Denver, Col 
iain From a_ brewing firm: “Unfortunately, 
P ; iS ‘ . ‘erms : =¢ ¢ qa . . ° . . - oo 
. many window display concerns will trim and 1940. make it bright—start it right with texturite? 
- install undesirable windows for a national 


a advertiser which we, as a local concern, 
iia would immediately reject.” J. M. GORDON &} ( OMPANY 


From a distilling firm: “Controlling the 


. eet” pe NOt EN HO YN Tt MANUFACTURERS, CONVERTORS, DISTRIBUTORS 

















° proper distribution of material is a perennial 
a problem.” 13S GREENE STREET sg NEW YORK. N. > 
”“ From a distilling firm: “Another reason 
-” is the indifference and ‘mechanical’ attitude 





of the average installer toward window dis 





























rut . * 

in plays. Not many installers look at window have you seen LUMARITH — the displayman’s plastic? 

is displays from a= selling standpoint. The 

ary average installer trims, and thinks of, a 

‘ window in terms of tacking up so much SMILAX . . . . Per Case $4.50 

se crepe paper and setting up so many pedes LAUREL ROPING . Per Yard 10c £ A 0 N 
tals “or display pieces. Seldom does he Satistaction guaranteed as we are the in 

sts troducers o outher i] nil | 

= ng - 8 oe moving merchandise erg pla wngy PB rs with Fv A O R E 

we for the retailer. is indifference towards orative evergreens for over half a century 

: the selling possibilities of a display is trans- | CALDWELL THE WOODSMAN CO. MONEY 

- mitted to the retailer and clerks with whom EVERGREEN, ALA. 

ws he comes in contact.” STUDY 

' Seaieeeal WINDOW DISPLAY 

f xpensive 

‘ The next reason to receive considerabl ADVERTISING & 

es, = Caso Y Cece © Ons CT« Cc 

yt attention was the opinion that displays, with CARD WRITING 

re all cost factors i were too expensive BY CORRESPONDENCE 

ol tor the return in sales. 

at From a tobacco firm: “We find them not Easy Monthly Terms 

on alone the least effective type of advertising, 

on but also the most expensive.” THE KOESTER SCHOOL 

: cae ; ; 300 W. ADAMS ST., CHICAGO 
ure From a soap firm: “The fact that national 
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Distinctive 
Display Figures 
NEW WOMEN’S MANNEQUINS 


Exclusive lifelike designs—extremely well made 
in a variety of faces and _ positions—braided 
horse hair or silk wigs—cut wrists, swivel arms, 


$75.00 
MEN’S MANNEQUINS 


Designed by Ed Malone—size 38—moulded hair, 
cut wrists, swivel arms—as used by leading 


Fifth Avenue Stores $75.00 
WI1GS—Braided horsehair, combed ends § 8.50 


As used by Bambergers & McCreerys 


WIGS—Fully combed horsehair, pastel shades, 
resembling human hair $14.00 


BURLAP WIGS—as used by B. Altman—for 


metal waist fittings 


sportswear, all colors ° 
DRESS FORMS, enamel and jersey 8 4.75 

Action forms, all sizes $ 5.15 
Full length, all enamel evening 


DRESS FORMS—removable shoulders..§19.00 


As used by Saks Fifth Avenue 


jacket and brassiere forms 


All types of dress, 
Children’s forms and 


it appreciable 


mannequins 


savings 


Inquiries solicited for repair and refinishing of 
your mannequins. Guaranteed quality and work 


manship at lower cost 


Among Our Satisfied Accounts Are: 
Saks th Ave Lord & Taylor 


Oppenheim Collins LL. Bamberger 
B Altman R. H. Macy 
McCreerys Gimbels 


Loesers Hearns 


ERIN MANNEQUIN CO. 


447 WEST 36th STREET NEW YORK CITY 
Telephone: Longacre 3-6230 








Metal Mouldings 


in a wide range of 


Styles and Types 





nn |own | ae 
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BOLT-ON—SNAP-ON— 
CLIP-ON—WIRE CLIPS— 
EGDINGS—COLOR 
TREATMENT—HALF-OVAL— 
RUSTPROOF—ANGLES— 
CHANNELS—EXTRUDED 
SHAPES—SPECIAL DESIGNS 
Our mouldings are a strictly quality 
product, and are available in C. R. 
Steel, Polished Stainless or Chrome 
Alloy and are applied easily on wood, 


metal and other background materials. 
Descriptive literature on request. 


SMALL and LARGE 
Orders Given Prompt Attention 


Let Us Supply Your Needs 


Dasco Products Co., Inc. 


EAST DETROIT - . MICH. 
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advertisers have used window display cam- 
paigns less and less during the past few 
years is probably because they have recog- 
nized that sales of their products do not 
benefit sufficiently to justify the expense of 
continuing window display advertising after 
introductory campaigns have established a 
satisfactory volume.” 

From a pharmaceutical firm: “We 
checked for ourselves the value of window 
displays. Frankly, we find that, per dollar 
expended, this medium of advertising is otf 
less value than any we have used. Our 
average display costs approximately $1. The 
installation charges average $2. Overhead 
costs and so forth average $1 more. This 
makes the average display cost at least $4. 


have 


Presuming that we consider a_ city like 
Philadelphia, which has in its market ap- 
proximately 2,000 drug stores, and presum- 
ing that we can get displays in one-half of 
these stores, there is an expenditure of about 
$4,000 for window displays. 


“If we were to use the same amount of 
money on one good radio— station which 
covers the Philadelphia market, we could 


buy two announcements per week for fifty- 
two weeks. Or we could buy hundred-line 
advertisements for thirty or forty weeks— 
twice a week—in the best 
Philadelphia. The greatest showing that we 
with window displays would be 
with the average 
Tests have shown conclu- 


newspaper in 


could get 
for two weeks, running 
for one week. 


sively that window displays—per se—have 


given no sales results. Newspaper and radio 
advertising have, in the long run, created 
sales.” 

From a soit drink firm: 
of decorating, plus display 
window rental through goods or other con- 


“Often the cost 
material, plus 


cession, secures advertising at too great a 
cost to come within expectations of advertis- 
ing efficiency in relation to budget. To ag- 
appreciation 
on the part of the dealer, i. e., short life of 
windows, or that the manufacturer's prod- 
uct and display material are often taken out, 
crepe paper intact, the 
dealer substituting what he wishes.” 

From a distilling firm: “Some firms are 
probably realizing that the average $2.50 cost 
for an installation, plus the average $1 cost 
for material, or a total of $3.50, is a lot of 
money when the national expenditure is 
taken into consideration. Specifically, when 
times get tough, and they have been in re- 
cent years, the first medium at which the 
advertising axe is swung is the one over 
which there is the control and. the 
greatest doubt regarding its productivity.” 


Other Display Material 


Competition from cards, 
and the like was selected by a number of 
advertisers as responsible for the slackening 
in the use of window display. 

From a food firm: “We have always been 
great believers in this form of advertising 
and are probably furnishing our salesmen 
with as much material as ever, but lately 
our trend has been toward inexpensive pos- 
ters, price tickets, ete., in place of the 
larger and more expensive lithographed dis- 
plays. Our experience indicates that display 
material lasts only a short time in the stores 
and therefore we can not afford to buy too 
expensive material.” 


gravate this is often lack of 


decorations — left 


least 


counter pieces, 
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From a food firm: “The self-service trend 
in marketing grocery products has created 
a desire for more interior selling types of 
displays, obviously eliminating expensive 
window material.” 

From a soap firm: “Window displays, if 
they are to do the job expected of them, 
require the best in materials and labor and 
are consequently very costly, particularly it 
carried out on a national basis, and repre- 
sent an extra expense over and above the 
regular interior displays usually installed 
by the manufacturer's salesmen. Interior 
displays, on the other hand, are quite inex- 
pensive, as large lithographed display pieces 
and expert window dressers are not re- 
quired. These interior displays are usually 
sufficient point-of-sale reminders to consum- 
ers who are already familiar with the prod- 
uct and its normal retail price.” 

No Complete Tie-In 

A number of advertisers gave as one rea- 
son the fact that relatively few 
available in which complete tie-in of dis- 


stores are 


play, advertising, and merchandising can be 
done. 

From a pharmaceutical firm: 
with cigarette installation com- 
panies should insist on a showing of the 
products on the dealers’ counters during the 
period that the display is in the window. 
Also, installation should make 
surveys of recommend to 
manufacturers types of inside displays which 


“As happens 
displays, 


companies 
these stores to 
can be used in combination with windows.” 

From a confectionery firm: . they do 
not feature sufficiently the goods displayed, 
especially so during the period of the dis- 
play. There is not. sufficient 
from the merchant and his clerks in that 
inside follow-up necessary after the window 


CoOL yperatic m 


display period.” 

From a packing firm: “Manufacturers are 
finding that window displays installed with- 
out being closely coordinated with general 
store sales set-up, including all of the deal- 
er’s advertising, display, and merchandising, 
are not as effective as where the latter con- 
ditions are present. This is resulting in 
window display service being limited more 
to retail outlets where such complete mer- 
chandising events can be organized.” 


Poor Retail Locations 

Next on the list is the argument that 
poorer retail locations are becoming the only 
outlets for national advertiser display cam- 
paigns. 

From a toilet preparation firm: “The num- 
ber of windows available has been consider- 
ably reduced, and those that are do not nec- 
essarily pertain to the better stores and bet- 
ter locations. By better stores I do not 
mean the ritzy ones, but those that are in 
the busiest sections with the greatest traffic.” 

From a soap firm: “The average manu- 
facturer finds that most of the stores in 
which he can place display material are the 
very stores which are least effective as mer- 
chandising outlets.” 


Lack Of Understanding 

Lack of understanding, by the manufac- 
turer, of retail problems and wants receives 
considerable support. 

From an appliance firm: “Most window 
displays are batted out in a hurry by an 
art director with many other things on his 
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nind, and are usually so crowded with copy 
ind obscure selling points as to be of little 
interest, to the prospect. Secondly, I believe 
window displays and the copy on window 
lisplays are frequently prepared by someone 
jot too well grounded in this rather spe- 
ialized field.” 

From a pharmaceutical firm: “Perhaps 
idvertisers themselves are responsible for 
this sad state of affairs.” 

From a proprietary firm: “We are cog- 
nizant of the fact that the amount of display 
material supplied by manufacturers has de- 
creased and it is our feeling that this has 
been caused by a lack of understanding ot 
the many problems contronting the dealer 
today in his operation of a profitable retail 
store.” 

Listed in the following order of impor 
tance were these additional reasons to sup 
plement those given above: 

1. Decreased advertising budgets. 

2. Display not regarded as an advertising 
medium in its own right. 

3. Trend toward open display in retail 
stores, with decreased provision for the use 
of display material. 

4. Robinson-Patman act, requiring exten 
sion of display services to all dealers alike. 

5. Public and retailers losing interest in 
national advertiser displays because they are 
“too stereotyped.” 

6. Salesmen do not want to “fool with” 
display. 

7. Retailers are not sold on the value of 
display. 

8. Competition of other media for money 
formerly used for display. 

9. Fair trade legislation which eliminates 
display of “loss leaders.” 

10. Manufacturers have not been edu 
cated on value of display. 

11. Varying state laws make display 
campaigns difficult for liquor field. 

12. Difficulty in “grading” or controlling 
retail display outlets. 

One definitely must form the conclusion 
from these discussions that the best tech 
nique has not been attained in the use of 
this medium. Certainly the subject deserves 
the careful and deliberate study of the ad- 
vertising field. 

Janowitz Display Firm 


Is Established 


The Janowitz Display Company was 
recently established by Arnold Janowitz and 
Edgar Moser at 6 West 32nd street, New 
York City. Janowitz was formerly owner 
of a display export firm in Berlin. The new 
company is manufacturing interesting dis- 
play items, among them being a novel back- 
drop of papier mache, known as “Jano- 
plates,” mentioned in the New York City 
article in the October issue of DISPLAY 
WORLD. 


"“Motorless Motion" 
Introduced 

A motorless motion display, designed on 
the principle of optical illusion, is now being 
narketed by Badger Printing Company, Ap- 
eton, Wis., under the trade name “Mo- 
tionette.” The inventor is James R. Jackson, 
nd patents have been allowed on the princi- 
le. The Badger Printing Company operates 
inder license from the inventor. 
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Show Cards are a Vidal 
[Vrchandising Force 


Ease Your Heavy Holiday Work. 
by using the / 


Crescent Christmas 
Boards Makes Effective 


Desi Display Settings, 
( Self Designed ) “et Ae A 


FOUR COLORS Panels and 
FULL SIZE 28x44 Show Cards 
STOCK UPINOW 


sanyples 
OH 













CRESCENT 
Quabty 
BOARDS 







em  hoduch of 
CHICAGO CARDBOARD COMPANY 


666 Washington Boulevard ... Chicago , Illinois 


Tot Sale by Leading Distributors - Everywhere 





“We've Got To Keep Customer Eyes Ou 
Our Windows! We've Got To Dramatize! Y 


Blowups are dynamite in doing just that—and they cost om 
less than you think . . . For window displays, merchan- 7 
dise settings, advertising displays and exhibits they are 
unsurpassed. 


e PHOTOGRAPHIC BLOWUPS 
e TRANSPARENCIES e MURALS 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


—EESS>E>E>E>E>~™~>E>=>=>E>E>=E=E[ >»>»>E>E>E>E>E>PHDE>—>E=E>aE>E>F>E>E»E=E>E>E>~_>»~=—»=_™»>’DL5=SSS 
MELOY BROS., INC. ‘eon 





FLEXO-ACTION 
MOTION MEGHANISMS 


@ or current. A.C.,0.C.,Universal, Reversing, _ The chameleon adapts itself to its surround- 
or synchronous. Mony sizes and models. ings by changing color. FLEXO*ACTION motion 
units adapt themselves to your displays by 

a Be ee EMS ter changes in speed, size, power, motor, and model. 
ersal motors. Speeds and types for all displays There is a dependable FLEXOMCTION unit 
for your animation problem. Write today, to 


GEARED MOTORS for any speed 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, lil. 
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PROFITA 
CHILDREN’S 


MANNEQUINS 


The keynote of their charm, lies in 

their appealing sweetness. They ex 
s what we all most admire in 
ldt from 2 to 12 

Of course they will sell merchandise 


Children’s 
Profita 
invested 


more than their share! 
on these 
immediately 

that makes 
notable 


garments displayed 
Kiddies are 
with that subtle charm, 
them the season's most 


ichievement 


CAST IN 


GENUINE 


RUBBERLITE 


You are insured against the hazard 
of breakage and assured of the finest 
finish possible Available in sizes 
for 2, 4, 6, 8, 10 and 12 year olds 


Send for photographs 


DURABLE DISPLAYS, Inc. 


General Office and Factory 
2010-2018 S. Halsted St., Chicago 
Showroom 
4 W. 37th Street, New York City 














You spend = good 


money for —s 


~ ARDBOARD Iver 
ee - EASELS ; a we 


Stan Pat fasel, with 
ik insures it against fall 
ing down and relieves the strain ~ ordinary 
l encounters. The Stand Pat Eas ae out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 


wt ‘ 


economy. te use 
l 








Send for the AIR BRUSH 


CATALOG 








“In 1891 

we 

made THE WOLD AIR BRUSH 
a MANUFACTURING CO. 


2173 North California Ave. 
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Detroit Club Reelects 
Donald Ferguson 

At the annual 
Display Club, held at the 
hotel in October, Donald A. 
Bird & Sons, was reelected president. 


E. Whitelam, R. H. Fyfe & Co., 


election of the Detroit 
Book-Cadillac 
Ferguson, S. L. 
Frank 
was named 


first vice-president; H. W. Weaver, F. G. 
Clayton Company, second vice-president; 
James Loutit, Loutit Display Service, third 
vice-president, and Stewart N. Clark, Dow- 


lers, Ltd., Windsor, Ont., 
dent. Morgan <A. Parker, 


appointed secretary, and 


fourth vice-presi- 

Hickey'’s, was 
Harold Schultz, 
Baumgartner’s, treasurer. 
The nominating committee 
of Ralph 3. 


Cormack, and 


was composed 
Johnson, chairman, T. J. Me- 
Arthur F. Hoerauf. 
Following the election the club members 
with 
Sun 


were entertained with a motion picture, 
color and sound, showing 


Valley. The 


the courtesy of Bradley 


sports at 
was presented through 


Adams. 


picture 
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Ernie H. Meier 
With Adler's 
Ernie H. Meier has joined The Adler- 


521 South Wabash avenue, 
and will travel for the firm in the 
coast territory. His brother, Carl 
has been with the firm for a number 


Jones Company, 
Chicago, 
Pacific 
Meier, 


of vears. 


Arthur Payne 
To Leschin's 

Arthur 
L. Hudson Company, 
Scott & Co., 
Leschin’s, 


who had been with the J. 
Detroit, and 
Chicago, is now display 
of the latter city. 


Payne, 
Carson 
Pirie 
manager for 
R. L. Stewart seit 
Portland Firm 
Formerly with Gardner & Co., 
Walla, Wash., R. L. Stewart has 
Roberts Portland, Ore., as dis- 


Walla 
joined 
Brothers, 


play manager. 


bY Anthony Brinker 





The DISPLAY PARADE 








STARTED HS. CAREER AS FNNUBE | 


| a 
Fs 8 WEABS AGO.AT THE ME OF I, 
| BOY ADLERS, SAVANNA CA. 

| 
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GOING 0 LOVEMAN JOSEPY &-LOEB, HE 
FIRST SERVED AS CABD WAITER AD 
ASSISTANT 40B 6 YEARS..TODAY HE 
18 CONSIDERED OWE OF THE COUNTRYS sty, 
TOP NOTCH DISPLAY DIBECTORS.. is 
GP 


~~ 





JOSEPH 
ELCLINERY 
DISPLAY DIGETP, 


LOVEMAN, JOSEPNELOEB * 
B/PEMINGHAM / AMA. 


HAS SPVED THIS CAPALTY 
703 THE PAST 14 VEARS_ 














HAS RECEIVED MANY AWARDS FOR HIG WOR, 
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Composition Plaster 
Display Items 
Bells Illustrated 25” High 


Price $7.50 Each 
14” Bells at $1.85 Each 
Write for Information on Other 
Items Available 
Also Special Designs Made 
to Your Individual Order 
Hugo H. Bietz Displays 
437 W. Main St. Ravenna, Ohio 








The Fountain Air Brush 


The AirBrush of the Particular Artist 


ca 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 








HORATIO 


There are more things in heaven and 


earth than are dreamed of in your 


philoscphy. Why miss the Lumiscope, 
the livest color spreader of them all? 


A line will bring the rainbow to you. 


GREAT CENTRAL 
DISPLAY FIXTURES 
642 MAIN ST. CINCINNATI, OHIO 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 


faded carpets and draperies. The perfect 


color for use with air-gun to re-color old 
fabrics. All colors and Black. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 
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DISPLAY STUDIO PROBLEMS 
XV. ANIMATION 


[Continued from page 28] 


time. The toy window with its fascinating 
assortment of whimsicalities is sure-fire for 
child and adult alike. 

“They look twice if it moves” is trite but 
true and they will look more than twice 
and continue to look—it the movement has 
been ably adapted to the merchandising 
problem. The value of the animated dis 
play has been universally recognized and 
its general use need present no real problem 
to the display studio or displayman 

There is no real reason why the obvious 
virtues of animated display must be limited 
to Christmas and other high-spot uses. The 
apparent objections of time and expense can 
be readily eliminated if properly approached 
In this approach there are several factors 
to be considered. 

It is important to remember that the pri 
attract 
attention to the display It is unnecessary 


mary purpose of animation is— to 
that the motion be complicated to achieve 
this end. In tact, complicated animations 
may defeat the purpose for which they are 
intended—tor the display is, in the last 
analysis, an aid to selling and not a travel 
ling circus. 

This is not to say that the ingenious dis 
play does not have its value, but, generally 
speaking, for the majority of display prob 
lems, the simpler the motion the better. 


\part from its effectiveness, the simple 
motion has other important advantages. In 
the first place, it 1s low-priced and depend 
able. In the second place, standard motion 
units ready for use can be obtained easily 
by the displayman. The simple motion unit 
can be used on a wide range of displays and 
it is well to keep this factor in mind when 
designing motion displays 

Perhaps the simplest motion unit of all 
and certainly one of the most effective is the 
turntable. It lends itself readily to a large 
variety of applications, limited only by the 
inventiveness of the use Superstructures 
of almost any size and shape—conical, pyra 
midal, tubular, circular, square, oblong—are 
given fresh meaning, a tourth dimensional 
aspect when mounted on a moving turntable 
Furntable displays can be used to tell a run 
show 


ning story o1 various aspects of an 


idea. This is achieved simply by the divi 
sion of the superstructure into several por 
tions, each carrying a part of the sales mes 
sage. When it is desired to give emphasis 
to a portion or portions of the display, a 


turntable equipped with an = indexing or 


stopping mechanism may be desirable 

In display, nothing is more effective than 
the dramatic 
dise itself. 


presentation of the merchan 


\lmost any type of merchan 


dise may be attractively and advantageously 
This 


is particularly true of that kind of merchan 


spot-lighted on a moving turntable top 


dise, such as clothing, where the back is 


almost as important as the front. The turn 
table also conserves valuable space in win- 
dows and on counters where vantage points 
are at a premium. It is not an item of lim 
ited use—its versatility and long life make 
it an invaluable and inexpensive adjunct to 


the displayman's equipment 
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MAGICAL! 
MYSTIFYING! 


DIFFERENT! 






en 
Bai @ 


TODAY’S NEWEST 
“CROWD-PULLING” OPPORTUNITY 


Set up a black window—paint figures, scenes, 


v | 
1 " 


designs with Flame-Glo Fluorescent Paint—in- 
stall inexpensive “black light’ (ultra-violet rays) 

. and you have the most eerie, mystifying 
effects ever achieved in window display. Its 
limitless possibilities will stir your imagination. 
Sets the 
Unique opportunity for Christmas windows. 


town talking wherever installed. 


Originally these effects were obtained only in 
expensive scientific and theatrical work. Now 
Flame-Glo brings them well within your budget. 
Works on any interior surface—-wood, metal, 
cement, cardboard, fabrics, etc. Easy to brush 


or spray: dries in one hour. 


Investigate this magical display medium. Write 


today for full details, prices and color card. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. 


NEW YORK CITY 











DISPLAY PLYWOOD 


AETNA has complete stocks plywood for dis- 
play building. BENDING PANELS in Gum. 
Birch, Basswood, Philippine Mahogany (Lauan), 
Figured Gum and Walnut. 


WALLBOARD PANELS in Fir, Gum, Pine, Birch, 
Mahogany and Walnut. Regular panels in all 
the above woods and thicknesses. Also, Avo- 
dire, Birdseye, Curly and Select white Maple, 
Oriental, Prima Vera, Satinwood, Zebrawood. 
Send for free catalog. Orders shipped same 
day received. 


Aetna Plywood & Veneer 


1729 ELSTON AVE. CHICAGO 








ePlease Mention DISPLAY WORLD 
When Wuiting Advertisers 





MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 


- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 


S. All sizes from inch to 7 inches in diameter 
Write for samples of Fabricated Bamboo and 
Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 
if. J 





6701-15 Eleventh Ave. Los Angeles, Cal 








GLASS SILK (SPUN GLASS) 
Beautiful Waterfall Effects, Motion Displays with 
and without Colorful Lighting. Pure White—Fireproof 

Also Glass Tubes, Rods and Gazing Globes 
If Your Jobber Does Not Handle 
GLASS SILK Please Order Direct... 

Manufactured by 


FRIEDRICH & DIMMOCK 
‘actory: iliville, IN. J. 
Sales Office: 7 East 42nd St., New York 


HEXCHROME 


COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, Ill. 


IT IS YOUR LOSS 


If You Don’t Write for Our Catalogue, 
Samples and Price List 


F. D. GOODLANDER 
BOX 233 - - - WABASH, IND. 
Manufacturer of Claycoated Showcard Boards 

Jobber of Sign & Showcard Writers 




















Brushes and Supplies. 
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Think this aver... 








\ displayman is a colorful creature after 
all. When he rebels against an idea he is 
called a red; when he is afraid to be sur- 
realistic, his assistant thinks he’s yellow; 
when he lends a five to the floater passing 
through town, he is “a white guy;” when he 


is loyal to his local and national display 
organizations everyone says he is true blue; 
when he starts out on his display career, he 
is green; when he takes time off for a vaca- 


tion, he comes back tan; when he buys a 


home, the gang calls him terra cotta; when 
the Hallowe’en pranksters flood his porch 
with crank-case oil, he turns purple; if he 


doesn’t wear green on St. Patrick’s Day, he 
is labelled an Orangeman; if he misses dis- 
lemon; when 
It is only 


play meetings, he is called a 
he talks like a sissy, he is a pink. 
when he is an utterly negative quantity that 
he is colorless. 

A book entitled, “Display Merchandising 
for Profit,’ by A. FE. Hurst, has 146 photo- 
graphs and over 80 and 
illustrations between its covers. 

In the first chapter of this new book under 
development of displays 
author states that 


charts, sketches, 


the heading of “the 


as a business force,” the 








a 


fa \s 





By FRANK G. BINGHA == 


this began in 1915. He says that in August 
of that year, a group of about 1,000 “win- 
dow trimmers” coming from all parts of the 
United States and Canada, met in a conven- 
tion at the old Waldorf-Astoria in New 
York City, and the International Association 
of Display Men became an established 6r- 
ganization. 

It is too bad that such a 
not give credit to the real pioneers of dis- 
play prior to 1915. The first association was 
founded in 1898 by L. Baum, better 
known to thousands of children as 
the author of the Wizard of Oz series. The 


fine book could 


Frank 
tens of 


first convention was held at the Palmer 
House in the same year and Charles S. 
Griffith, Chicago, was elected president 


Carrying on from there, Fred W. Campbell, 


New York, 1899; Charles W. Morton, Buf- 
falo and Indianapolis, 1900 and 1901; Ed- 
ward N. Goldsman, Milwaukee and Nash- 
ville, 1902 and 1903; Otto Rempke, St. Louis, 
1904; John C. Graham, Chicago, 1905; Ed- 
ward O. Malley, New York, 1906; H. L. 
Rutherford, Niagara Falls, 1907; C. B. Gro- 
ver, Detroit, 1908; E. B. Martin, Philadel- 
phia, 1909; M. Hoffstadt, Cincinnati and 


Chicago, 1910, 1911 and 1912; C. J. Potter, 


Wi, 
Meo 


~ 
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Chicago, 1913 and 1914; Burt Edgel, New 
York, 1915. Surely these men and all active 
members of the organization contributed a 
great amount to the development of display 
as a business force prior to 1915. 

An important biography of an important 
displayman: A young lad walked out of 
school in 1915 just about the time German 
submarines were sinking the British battle- 
ship Irresistible in the Dardanelles. He went 
to work for Johnny Hughes, display man- 
ager, Saks & Co., Washington, D. C., but 
Johnny, being an honest fellow, told him he 
would never be a “window trimmer,” so he 
took up the printing trade. America had 
entered the war and the Navy needed men 
but not with athletic hearts, as he repeatedly 
found as he turned to the recruiting offices 
While working as a salesman for a large 
department store one day he demonstrated 
a washing machine in a damp basement and 
caught pneumonia, losing not only the sale 
of the machine, but nearly his life. 

However, after a couple of months’ rest 
and eating a dozen bananas betore entering 
the recruiting station he was accepted into 
the Navy. 
his ship supplied the marine bases in the 
West Indies and acted as convoy along the 
Atlantic coast. After the Armistice, he was 
paid off rating, but 


During the balance of the wat 


with an electrician’s 


the love of the sea made him ship from 
Baltimore with the merchant marine. 
The next land job tound him climbing 


poles for the Santa Fe railroad signal divi 


sion. He was literally heading for the top, 
when a fall of 35 feet sent him to the hos- 
pital. The nurses were not very good look 


ing, so he recovered rapidly and moved on 
to Dallas, Texas. Here the Hub Clothing 
Company and Harris & Co. added to his 
display knowledge, but the lure of the Fast 
brought him back home to Washington, 
D. C., to King’s Palace. 

The sea beckoned again and this time it 
was a ship to Panama for a vacation; com- 
cents a 
value of a dollar 
shipped with 


ing back as a work-away for 25 
month taught him the 
Landing in San Francisco, he 
the Matson Line as a junior engineer, head- 
ing for Honolulu. Romantic Waikiki did 
the trick later the girl he 
met there was his bride. She was an Oregon 
girl so the Pacific northwest was explored 


and six weeks 


returning east. 

sack home found him working with Wal- 
ter Gentner, And then with 
Arthur Gray at Lansburgh’s. He added 
more experience and display knowledge by 
with Dulin & Martin, 
well as display man- 


before 


Goldenberg’s, 


spending five years 


becoming a buyer as 
ager specializing in home furnishings. 

During his spare time a few ; 
a hundred-piece band for the 
Wars Post, 


them in 


years ago 
he organized 
Veterans of Foreign 
seventy of the men, put 
taught them to drill and play together and 
two later won first prize in band 
competition at the Apple festival, 
Winchester, Va. He was elected commander 
of the post, although he could not 
tune or blow anything bigger than a whistle 
At the Washington convention of the In 
ternational Association of Display Men in 
1938 he handled all the publicity, as well as 
the routine work of the photo contest. He 
National Capital Display 


recruited 
uniform, 


months 
Blossom 


carry a 


Was serving the 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


O OUR many thousands 
f inexpensive way 
of DISPLAY WORLD we offer the new 
PERMO BINDER to fill this very detinite 
is simple to use. No punching or marring of 


necessary. A click and the magazine | 


patented < onstruction any issue can be q kly and easily 
removed without disturbing the other magazines in the binder. 
One binder holds 12 issues. 
In addition to their practical use, PERMO BINDERS are 
handsome in appearance that they turn your magazines 
de luxe library editions of beautifully bound books. In 
your bookcase or on the library table, whether in the home 
ffice, PERMO-BOUND magazines are fitting companions 
for your rarest editions. 
# 


Send check for $1.50 for each binder desired, $1.75 foreign. 
DISPLAY WORLD ... . 


P ae P 
tT $ sbscribers who have wished 


° 
ot binding and 


preserving their 
and beautitul 
This binder 
magazines 
nad with a 


need 


Cincinnati, Ohio 











Every MAHARAM facility 











@ Fabrics and service is keyed up 
@ Wreaths to peak efficiency for serv- 
@ Garlands icing last minute orders. 
@ Quiltfoils We're working night and 
@ Papers day and ready to fill your 
@ Mouldings orders and ship them the 
@ Spotlights same day we receive them. 
@ Banners You can depend on Mahar- 
@ Leatherettes am to maintain maximum 
@ Floorings efficiency during the holi- 


@ Novelties 
@ Accessories 
@ Pliofilm 


day rush. 


Maharam Can Fill 
Every Display Need 


AA ae AA a AS /P 
FABRIC CORPORATION, 
NEW YORK—130 WEST 46th STREET 


CHICAGO—6 East Lake Street 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 











Me( ann, the 
president, put 


Club as president until Joe 
elected I. A. D. M 


executive 


newly 


him to work as secretary a few 


ago. He also retains his position 


McCann at S. 


months 


as assistant to Kann Sons 


Company 
Man the 


guns, displaymen from coast to 


coast; a twenty-one gun salute to John L 
King, a real sailor, a real displayman and 
a real fellow. 





CROWDS WONDER 
as SNOW FALLS in 
MACY'S WINDOWS 


A Dramatic, Successful 


FALLING-SNOW-EFFECT 


by Projected Light, without the 


nuisance of Blown Snow 


Specially developed 2000 watt 
Projectors available for rental or 


sale exclusively by 


DISPLAY STAGE LIGHTING CO., INC. 


617 TENTH AVE. NEW YORK CITY 


Specialists in Color Effect Lighting 








GENERAL SNO FLAKES 
LOOKS LIKE REAL SNOW 
NON-CRUSHABLE 


80 LBS. $8.50 40 LBS. $4.75 
GENERAL DISPLAY CORPORATION 


Carew Tower, Cincinnati, Ohio 














ePlease Mention DISPLAY WORLD 
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Question: Can the surface of plaster of 


Paris ornaments be crystallized? Dubuque, 
lowa. 
Answer: It can be hardened somewhat by 
the addition of approximately 1 per cent of 
dextrine to the plaster of Paris 
\lthough this hardens the 
increase the 


prior to 
casting surface 


somewhat, it does not greatly 


strength of the cast 
Question: All the so-called “snow scenes” 
we have seen used in window displays have 


like 


else, with the ‘snow” being driven as if by a 


looked more a blizzard than anything 


gale. Isn't there some way in which we can 
obtain a setting like that of a still winter 
day with big snowflakes drifting slowly 
down? Pittsburgh, Pa. 

Answer: Something of this effect was 
achieved by Smith-Hassler Company, Inc., 


Indianapolis The snowflakes consisted ot 


down feathers which were drawn from pipes 
laid on the floor of the window, back through 
a vacuum motor, and then torced through 
a pipe leading behind the background and 


up to the upper central part of the window 


DISPLAY WORLD 


The window pipe were concealed under a 
replenished 
down from 


deep layer of “snowflakes,” 
from the flakes drifting slowly 


overhead. 


Will 


objects 


Question : you please explain why 


fluorescent cease to glow as soon 
as the ultra-violet light focused on them is 
extinguished? On the other hand, some ob- 
jects, such as the “radium” dial of a watch, 
shines in the darkness with no light of any 
kind on it. Hollywood, Calif. 

Answer: Fluorescence is that form of lu- 


minescence which occurs when a substance 
source of radia- 
tion, and ceases immediately upon 
It differs from the phenom- 


which 


is excited by some outside 
removal 
of this source. 
enon known as phosphorescence in 
light continues to be emitted after the source 


of excitation is removed. Various sorts of 


both visible and invisible radiation can be 
used as the exciting medium, but the invis- 
ible ultra-violet rays, which fall between 


visible to the human eye 
and the X-ray 


the visible vellow light produced by pyroly- 


the shortest rays 


longest of the series, and 


sis of some form of sodium are the most 
common sources Now used. 

The exact cause of fluorescence is_ not 
known, but it is believed that when a sub- 
stance possessing this property is excited 


by ultra-violet light or some other form of 


energy, the absorbed energy 


radiant causes 





OPPORTUNITY EXCHANGE 








BLOWUPS 


Beautiful photo enlargements for window 
displays, any size up to 6x20 feet in hand 
Write to 


have 


colors, black and white sepia 


day for price list that proves we 


the lowest prices with quality and fast 
service guaranteed. See our ad on page 
28x42 


blowup for your holiday window display. 


STITES PORTRAIT CO. 
SHELBYVILLE, INDIANA 


37 with a sensational offer of a 








For Sale—America’s largest crowd get- 
ters—three sensational Cora Scovil Sur 
realist figures at a big discount—pertect 
condition pictures on request (shown 


the 2nd time upon public request). Rich- 
ard A. Staines, Vandever’s, Tulsa, Okla. 








ADVERTISING—HOME STUDY—Th« \dver 
tising Minded Displayman is qualified to make 
he most moneys Many have graduated from 
this long established school Common school 
education sufficient Send tor free booklet out 
ning home study course and requirements 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 


DISPLAYMAN WANTED 


High class specialty shop, having 
two twenty-foot windows that are 
trimmed weekly, requires capable 
displayman, qualified to make own 
cards. 
party. 


show 


for right 


Write “E. F.”’ 
Care DISPLAY WORLD 


backgrounds and 


Good position 








DISPLAY-ADVERTISING MANAGER 


Available shortly grilliant Figure Backgrounds 
and Showeard Artist—Window Trimmer—Crea 
tive IdeassAdvertising Copy and Layout 
Worldwide experience—will go anywhere except 
war zone—reasonable For details write 
“SILHOUETTE” 


529 W. State St., Ithaca, N. Y. 








WANT A BETTER JOB? Learn Window and 
Store Display, Showcard Writing, Background 
Design, Retail Sales Promotion, Advertising 
Copy and Layout Fall term starts September 
18th Individual, practical training. Placement 
opportunities Booklet DW 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 


Request 








COURSES in Window and Store Display, Back 
rrou Merchandising Ideas; Exhibi 


ground Design; 


tion Displays; Show Card Writing; Advertising 
Copy and Layout Personal Training—Individ 
il Ad cement Nu Correspondence Courses 


THE RAY SCHOOLS 


William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DWil1, 116 Se. Michigan Blvd., Chicago. 








A PRACTICAL WORKSHOP for rapid achieve 


ment in window display and interior display 
Department, chain, and independent store meth 
ods in wearing apparel, background creations, 
lecorative papers Individual problems solved 


Moderate tuition fees. Saml Rodvien, Instructor 


GENERAL SCHOOL OF DISPLAY 
149 East 42nd Street, New York, Tel. Mu 4-9436 














NOVEMBER, 1939 


electrons to be displaced from their orbits 
and pass to a point farther removed from 
the nucleus, or to be completely lost by the 
atom. An unstable condition results there- 
from, and if this or another electron returns 
to its original position, there is an emission 
of energy. This energy may take the form 
of light, and if so, the light emitted is not 
necessarily of the same wave length as that 
ot the exciting radiation, but usually results 
in a greater wave length, thus falling within 
the range of the visible spectrum. 

The phenomenon is not restricted to one 
particular form of matter, but i 
solids, liquids, and vapors. 


occurs mn 


Fifth Avenue Association 

Modifies Stand On Motion 
New York City’s Fifth 

tion, which in the past has been opposed 


Avenue Associa- 
to the use of motion and sound in any form 


in the windows of member stores, has 
adopted a more lenient attitude toward thes¢ 
display treatments according to a statement 
by Walter Hoving, president of Lord & Tay- 
lor, and also of the association. In future, 
window displays in which motion is used so 
as “to achieve extremely artistic and attrac- 
tive effects” will be sanctioned so long as 
they adhere to rigid standards of dignity and 
propriety. 

In keeping with this arrangement, Miss 
Jean McLaren has been placed in charge of 
the association’s newly formed department 
standards. Members ot 


the group will consult this department on 


of window display 
any motion windows which may be planned. 
In general, Hoving states, the department 


will endeavor to raise standards of window 


display. 


Harry Meyers 
With Bond's 

Formerly display manager for Kaufman & 
Wolf, Hammond, Ind., Harry Meyers is now 
Madison . street 
store of the Bond Clothing Company, Chica 
g0 Incidentally, his brother, Waldron 
Meyers, fills the same position for Bond's 
F. H. “Hal” Miller, 
with the Bond organization for many vears, 
now directs display for the Wabash avenue 
unit. 


display manager for the 


at the Englewood store. 


Department of 
Correction 
Kulka Electric Manufacturing Company, 
108 East loth street, New York City, whose 
opening announcement appeared in the Oc 
tober that the 
complete 


issue, reports firm does not 


manufacture 
the cord 


displays, but makes 
sets, wiring devices, flashers, and 
other parts and motion equipment that ente1 
into the displays created by the company’s 
customers. 


Williams Named Assistant 
At Carson Pirie Scott 

J. W. Campbell, display 
Pirie Scott & Co., 
Marshall 


liams has 


director, Carson 
Chicago, has appointed 
Williams as first Wil 
with the past 
includes a 
Chicago Art 


assistant. 
been firm for the 


four years. His background 


course at the 


three-year 
Institute. 
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=! Goodman New Balloon Sleeve Form |Z 
Patent No. 1,808,459 
Where To Use Them... . “EVERYWHERE?” |},, 
1. Men’s suits, drapes, topcoats, robes . $3.00 | 
2. New Balloon for men’s & Palm Beach 3.25 [ts 
3. Women’s jackets, coats, sportswear 2.50 
4. Boys’ suits, coats, robes, sweaters 2.50 
a] 5. New, Drape Model Coat Form .. $3.50-$4.00 |® 
wy] 6. Men’s Papier Mache Head $5.75 
9 Specify for Walnut or Jersey Top a 
~ 
* | GOODMAN GUARANTEED TURNTABLES a 
. 5—500 Ibs... .$7.50—$55.00 
fu : 2) 
Flexible 
GOODMAN siccoroem COMPANY |* 
a makers of the famous 
1 Goodman Patert Sleeve Forms Motion |> 
2 19 West 34th St., New York, N. Y. ee 





ARTIFICIAL 
FLOWER CO. 
“HAFCO” 


1970 CAHUENGA BLVD. 
CREATIONS 


* HOLLYWOOD 
CALIFORNIA 


COMPLETE FLORAL DECORATIONS 
FOR ALL PURPOSES x x x 


MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; 
charming, sophisticated. 
FIGURES CORRECTLY PRO- 
PORTIONED tto display all new 
dress and coat styles. 

In standing and flexible effects, 
including the new “action’’ poses. 


ieee aaN Write for photographs 


7 West 36th 86.0 a 9 








When you 
are in New 
York for the 
| World’s Fair, 
| be sure to 
Visit us 


natural, 

















EVERYTHING FOR THE STORE IN 
DISPLAY FIXTURES 
AT FACTORY PRICES 


Write for our 36 page 
Catalog. It is FREE! 


THE FIXTURE MART Ine. 


314 W. JACKSON BLVD. CHICAGO 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 
The Brisehograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baltimore, Md. 
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New Sales Head Named 
By Jan Norriss 


\nnouncement has been made by Jan Nor 
riss, president, Jan Norriss Studios, 210 East 
40th street, New York City, of the appoint- 
ment of Albert S. Whidden as director ot 
sales. In accepting the appointment, Whid- 


den has resigned from the advertising de- 
partment of the Curtis Publishing Company. 
Prior to that he Ruth- 


raff & Ryan, advertising agency, and betore 


Was connected with 


that with Gimbel Brothers. 

Mrs. Norriss has just introduced “Lite 
Ply,” a composition used in the manufac 
ture of mannequins called “Norrissirens.” 


These are made in all sizes and can be easily 
manipulated as the entire body, as well as 
legs, and head move and twist into 


arms, 
any position without losing shape. 
Complete Lighting Line 
Literature Available 

line of display lighting 
equipment ts illustrated in 
literature just received from B. A. Mitchell, 
president, Mitchell Manutacturing Company, 


1550 North 


ing from spotlights and color clips through 


\n outstanding 


described and 


Dayton street, Chicago. Rang 
the latest for fluorescent lghting of displays, 


the equipment covers a very complete line 
Included in the literature are 


accounts of the 


some actual 


powell ot special display 


lighting to increase sales, while sketches and 


photographs show the application of lghting 


to display settings Copies are available 


from the address given above 


Reflector Hardware Modernizes 
New York Show Rooms 


The — Reflector Hardware Corporation, 
Chicago, has just completed refurnishing 
New York offices in the Marbridge build 


ing, 34th and Broadway. This company, one 


oft the foremost manufacturers of metal dis 


play equipment, illustrates more than 1500 


items of merchandise in the firm's catalogue, 
on display in 


Harold 
York 


and most of these articles are 


the New York 


kK. Gsuinn is) in 


showrooms 


New 


( 1t\ 
charge ol the 
office. 


Charley Connorton With 
Vogue Displays 


Charley Connorton, widely known in dis 


play circles and formerly with the Harve 
Ferrill organization in Chicago, is now as 
sociated with Bruno Zawicki, operating 
Vogue Displays at 323 W. Polk street, 
Chicago 
Joe Kennedy Appointed 
By Benson & Rixon 

Joe Kennedy has joined Benson & Rixon 
Chicago, as display manager Prior to this 
affiliation he was with Jerrem’s Stores, 
(Chicago, for many vears 





TRANSPARENT MIRROR 


One-Year Written Guarantee 
On & Off, Dual, Third Dimenston, Convex, Cor 
cave, Globes, Flat Any size, nsity 
Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 


shape, or de 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 

Airpainting Equipment 
Animated Signs 

Artificial Flowers 

Artificial Snow 
Backgrounds 

() Background Colors 

(] Background Coverings 

) Booths, Floats and Exhibits 
5 Brushes and Pens 





O0000 


(}) Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 

] Motion Displays 

|} Motion Mechanisms 

] Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
} Signs—Brass—Bronze 
} Signs—Electric 

| Sleeve Forms 

] Stencil Outfits 

(] Stock Posters 

() Store Designing 

[) Store Fronts 

() Tackers 

() Time Switches 

[] Turntables 

[}] Valances 

[) Wall Board 

[) Window Drapes 

(} Window Lighting 

[] Wood Carvings 


{} Do you wish a copy of their catalogue ? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
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Firm 
Display Manager 
Street 


City State 
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History repeats itself, as witness this item 
from a display publication twenty-five years 
ago this month: “London merchants appre- 
ciate the value of their show windows. This 
is evidenced by the vigorous protests that 
are being made by them against the general 
order that has been issued to the effect that 
all windows must be kept dark at night 
owing to the possible bombardment by Ger- 
man dirigibles. They hold that it is alto- 
gether impossible to hide London and that 
the ‘lights out’ order serves no_ useful 
purpose.” 

The annual report of the International 
Association of Display Men showed that 
nineteen local clubs, with a membership of 
446, had affiliated with the national organi- 
zation during the year. The report stated 
that 518 new members had joined the I. A. 
D. M. during the year, making the total 
membership 738. The treasury had a cash 
balance of $361.61. 

A meeting of the Cincinnati Association 
of Display Men was held, with Claude J. 
Potter, president, International Association 
of Display Men, as the principal speaker. 

Twenty Atlanta, Ga., 
formed a local club and elected John C. 
Mackey to its presidency. 

A banquet in honor of Claude J. Potter 
was given by the displaymen of Rock Island, 
I11., Moline, Ill, and Davenport, Iowa. Paul 
H. Hinze, of the M & K Store, was presi- 
dent of the tri-city group. 


displaymen — of 


NOVEMBER, 1929 


Paul L. Gross, formerly first assistant at 
Hager & Brother, Lancaster, Pa., resigned 
to join The Neal Company, Youngstown, 
Ohio, as display manager. 

Joseph McCann, S$. Kann Sons Company, 
Washington, D. C., was appointed chairman 
of the Senior Display Executive Depart- 
mental of the International Association of 
Display Men. E. H. Bates, Block & Kuhl 
Company, Peoria, Il, was named chairman 
of the committee for local club promotion ; 
John R. Patton, L. S. Ayres & Co., Indi- 
anapolis, department store departmental ; 
Clement Kieffer, Jr.. The Kleinhans Com- 
pany, Buffalo, clothing departmental; F. E. 
Whitelam, R. H. Fyfe Company, Detroit, 
shoe store departmental. Similar appoint- 
ments for numerous other departmentals 
were made by President J. H. Everetts. 

Andrew Matzer, for several years in 
charge of display for the F. & R. Lazarus 
Company, Columbus, Ohio, became display 
manager for the Jordan Marsh Company, 
Boston. 

Benjamin Hampton resigned as general 
display manager for the Bedell Company's 
chain of specialty shops. Fred M. Doscher, 
formerly of Lanson & Co., replaced him 
with Bedell's. 

The Oklahoma City Display Men’s Club 
elected the following officers: H. L. Braudis, 
Rothchild’s B. & M. Clothing Company, 
president; Charles H. McMahan, Rosen- 
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thal’s, Inc., vice-president; Willard Dick, 
Harry Katz, Inc., secretary; Fred Powers, 
Rorabaugh-Brown Company, treasurer; L. 
L. Wilkins, Kerr Dry Goods Company, pub- 
licity director. 





Hallowe'en Party 
For N. |. A. D. M. 

The Northern Indiana Association of Dis- 
play Men held a very successful Hallowe’en 
party at Lydick, Ind., with more than thirty 
costumed couples in attendance. First prize 
for the best costume went to Frank G. Bing- 
ham, Robertson Brothers, South Bend, who 
was garbed as the Scarecrow, from. the 
Wizard of Oz. 





Index to Advertisements 
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Ace Paper Co., The : 2\ 
Aetna Plywood & Veneer Corp 43 
Ajax Box Co., The 29 
Becker Sign Supply Co 47 
Bietz Displays, Hugo : 43 
Bliss Display ey 
Brischograph Co., The . 47 
Caldwell, The Woodsman x. 38 
Chicago Cardboard Co paen 
Cole, Dick ..... ae | 
Dasco Products Co 7 ... 40 
Display Stage Lighting Co 45 
Douglas Fir Plywood Assn 2 
Durable Displays, Inc ee... ”: 
Erin Mannequin Co... ; ... 40 
Excelsior Paper Spec. Co 47 
Fixture Mart, The 47 
Flame-Glo Co., Inc ata . 43 
Friedrich & Dimmock 4a 
General Display Corp 45 
GoldE Mfg. Co.. State a4 
Goodlander, F. D : 44 
Goodman Flexible Sleeve Form Co 47 
Gordon & Co., J. M ae 39 
Great Central Display Fixtures 43 
Greneker Studios, Inc 31 
Hansen Mfg. Co., A. L 27 
Helms Chemical Co 43 
Hollywood Art. Flower Co 47 
International Register Co 23 
Koester School, The 39 
Maharam Fabric Corp 45 
Meloy Brothers .. 4 
Merkle-Korff Gear Co 4| 
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Mitchell Mfg. Co Inside Front Cover 
Mitten Display Letters Co. . 44 
Opportunity Exchange . 46 
Pacific Bamboo Products, Inc 44 
Palmenberg, Inc., T. C..... 33 
Redikut Letter Co...... aadeate iach a eee 
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Rohm & Haas.... Inside Back Cover 
Schack Art Flower Co 24, 25 
Schoepfer, E...... 37 
Service Bureau 48 
Sherwin-Williams Co Back Cover 
Shoe Form Co... 35 
Siegel, Nat .... 37 
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Standpat Easel Co 42 
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Stites Portrait Co. . 37 
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UZ MATOR 
7 AWARD 
1939 Modern Plasties 
Competition r al 


Designed by Frederick W ein- 3 } 
berg Displays, Philadelphia. 
\ Fabricated by Croasdale 


y 

















and de Angelis 
AWK , 
\S 3 
De 


Pat. Off., for the thermo- 


ie acrylic resin sheets and 


& Haas Company 
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Prize Winning 


SALES APPEAL 


Shaped to an appealing pose. a PLExIGLAS hand 
makes a graceful—and effective— presentation 
of its product. Dainty enough for the sheerest 
hose, but durable enough for everyday handling, 
this unbreakable fixture will retain its colorless 
transparency permanently. Shaped to any curve 
simply by heating and bending, sawed or carved 
with ordinary wood tools. machined or drilled 
like any soft metal, PLEXIGLAS is a versatile 


medium in the hands of the display craftsman. 


PLEXIGLAS is a crystal-clear thermoplastic acrylic 
resin available in clear and colored sheets and 
rods of a number of sizes and thicknesses and 


in pieces cut and formed to specification. 


ROHM & HAAS COMPANY, INC. 


222 West Washington Square, Philadelphia, Pa. 








130 LOCAL SHERWIN-WILLIAMS 
BRANCHES STOCK NATIONALLY FAMOUS 
DISPLAY MATERIALS FOR YOU! 


To give you real, streamlined ser- 
vice at one source of supply for 
all your graphic arts and display 
requirements, Sherwin-Williams 
offers, in addition to its 130 local 
branch stock and distributing cen- 
ters, the facilities of five super 
warehouses. These warehouses 
are located in strategic points in the country and as- 
sure each branch of a nearby source of supply and 
immediate service on your every need. 


Supplementing Sherwin-William8‘ great stock and 
distributing service is a technical staff of trained ex- 
* perts on paint application, screen processing, and air- 
brush work. These men are eager to help you with 
problems, or show you new methods. We hope you 
will avail yourself of these servicés, established to 


help you. 
2 
S-W KEM SCREEN PROCESS COLORS 


High gloss, all around, long life, easy working colors, 
for exterior and interior use on most surfaces, Such as 
metal, wood, glass, fabrics, beaverboard, masonite, 
muslin, oilcloth, cardboard, cellulose. It is the best 
medium where permanency and flexibility are requi- 
sites and is ideal as an adhesive for flock and flock 
finishes. Available in a full range of brilliant, lasting, 
lustrous colors, in quarts and gallons. See coupon. 


SHERWIN-WILLIAMS 
GRAPHIC ARTS AND 
DISPLAY DIVISION 








5-W POSTER SCREEN 
PROCESS COLORS— 


colors that assure maximum 
/ color strength and _ brilli- 


ance; because of their 
hs, beautiful, uniform satin fin- 
=o ish, easy application, non- 
clogging, fast drying, and 


clean, sharp impressions 
for hairline registration, 


lead the industry because 
6 
. Sneaw! a \ they are pure, concentrated 


IF IT’S FOR A DISPLAY PURPOSE — SEE US 


Airbrushes Knives 
Airbrush Supplies Lamps, Photo Flood 


Automatic Tackers Metallics 
Blufilm Negatives 
Books Nufilm 
Brischograph Organdy 


Brushes—All Types Paints—All Types 


Cardboard Papers—All Types 
Celluloid Pens 
Compressors Quills 


Corrugated Board Silks 


Decorative Foil Squeegees 

Papers Stapling Machines 
Flock Stencils 
Inks Tackers 


WRITE FOR FREE DESCRIPTIVE MATERIAL 
[ ] Please send data on S-W Kem Screen Process Colors. 


| Please send data on S-W Poster Screen Process Colors. 
| I want to know more about your Graphic Arts Services. 


THE SHERWIN-WILLIAMS CO., CLEVELAND, OHIO 


NAME 





ADDRESS 





CITY & STATE 











